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THE APEX 
AUTHORIZED 
DEALER 
ENJOYS 
PROFITABLE 
ADVANTAGES 


PRECISION-MADE 
APPLIANCES 


Apex now works with tolerances 30 
times finer than the human hair. This 
new technique will assure finer 
mechani quieter operation, longer 
wear—and fewer service calls. 


OUTSTANDING 
SELLING FEATURES 


New Apex automatic and conventional 
washers, ironers and cleaners will 
ding sales advantages. 


DISTINCTIVE 
STYLING 


Apex appliances have long been 
noted for ultra smart styling and 
dominant floor appeal. 


CONTROLLED 
DISTRIBUTION 


Apex controlled distribution will pro- 
vide dealers with ample territory to 
eliminate competitive price-slashin 
practices. Controlled distribution will 
protect your profits. 


APEX APPLIANCE DEALER 








Provides Definite Selling Advantages 


Apex sales promotion provides Apex 
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selling story. Modern advertising 
trends are watched closely, and to 
effectively meet competitive sales 
practices, each piece of Apex adver- 
tising and display material used is 
based on the sound principles of 


promotional experience. 


Floor “selling displays” such as the 
one shown above are used to explain 
the point by point advantages of Apex 
products. It pictorially presents a “fea- 
ture” and logically and effectively de- 
scribes its advantages to the customer. 


Because good advertising and sales 


Article VI of the APEX POSTWAR 
PROFIT PLAN. When all seven 
articles of the APEX POSTWAR 
PROFIT PLAN are used together, 
they offer Apex dealers the most 
powerful, sure-fire promise for a suc- 
cessful and profitable selling future. 


There are still a few opportunities for 
Apex distributor and dealer outlets. 
Your community may be one. Write 
at once for your copy of the APEX 
POSTWAR PROFIT PLAN, and 
learn how you may qualify as an Apex 
authorized dealer and holder of an 
Apex Preference Certificate. 


NEW SERVICE 
FACILITIES 


Apex Service Division now has its 
own miniature factory where parts 
are made and appliances repaired on 
moving assembly line—a definite part 
of our postwar planning. 


EFFECTIVE 
PROMOTION 


—¥ advertising and promotion will 
tell a straight forward story on the 
advantages of Apex products. Will 
emphasize selling features and their 
importance to the user. 


ENLARGED 
PRODUCTION 


mee Deny have been greatly ex- 
panded to build war materiel. These 
increased facilities will permic 
greater-than-ever production of 
peacetime appliances. 


THE APEX ELECTRICAL MANUFACTURING COMPANY - CLEVELAND 
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PROSPECTS .... Cheerful 


after Germany surrenders and not before such time, 

the Radio Industry Advisory Committee was told 
by leading War Production Board officials at a meeting in 
Washington the week of August 19th. 

The time is past when this statement would be discourag- 
ing. As things are going in Europe now, it sounds like 
good news to an industry and trade eager to get back to its 
familiar and good business. For both WPB’s vice chair- 
man Wilson and director Ellis told the Committee that 
cutbacks, after the collapse of Germany, might yield a 
sufficient supply of raw materials to enable civilian produc- 
tion without quota restriction, since the amount of steel, 
copper and other raw materials needed by the radio indus- 
try are comparatively small. 


p RODUCTION of civilian radios will be resumed 


OR the remainder of this year the radio-radar produc- 
tion program must continue upward and the officials 
stated also that radio was excluded from the civilian output 
program under the spot authorization order of August 15th 
as also were electric refrigerators and washing machines. 
These cautionary statements reflect the difficulties with 
manpower. Trouble is being encountered with some vital 
programs due to manpower shortage, and WMC will 
squeeze the last available bit of manpower out of non- 
essential civilian production. 


Everybody applauds all such measures that will over- 
come German resistance and bring about the situation 
forecast by vice chairman Wilson when he said: 

“Many governmental controls may be removed after 
Germany surrenders and the overall war production pro- 
gram probably will be reduced by about 40 percent.” 


40 percent cutback in overall war production frees 
production capacity estimated as equal or greater than 
civilian production in 1939, 

What these cutbacks will mean in terms of appliance 
resumption is shown in one principal bottle neck in ap- 
pliance resumption: fractional horse power motors. It is 
said that a cutback of 20 percent in the airplane program 
will release small motor production equivalent to the great- 
est prewar years use of fractional horsepower motors. 

There will be difficulties, naturally. It will not all be 
smooth sailing, even when the cutbacks come. 

Not all appliance manufacturers will be released for 
civilian production at once or at the same time. But the 
determination to get men back to work at’ peacetime jobs 
of making, marketing and selling will do wonders. 

The news from now on will be better and better. There 


are great days coming. 
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What's in the name... Majestic 7 


Why does this name — Majestic — ring the bell of recognition 
with 88.2% of your future customers? 


Surveys by the Ross Federal Research Corporation proved it: People know Majestic as 
one of the great names of radio! In 17 cities, men and women selected at random were 
shown cards bearing the single word, Majestic. Asked what product they associated 
with this name, 45 out of every 100 replied—“Radio.” On further questioning, 
37 more out of the 100 said ‘Yes’ when asked if they had ever heard of Majestic 
Radio. Thus, out of every 100 persons interviewed, 88 (the exact percentage was 
88.2%) were familiar with Majestic ! 

Why this striking recognition of the Majestic name? It’s one of the dividends on 
an investment of between 60 and 75 million dollars in the advertising of a single 
product—Majestic Radio ! 

Will you collect dividends on this tremendous investment in a 
name? If you're a Majestic dealer, you will! 


Why do 24.5% of radio prospects have an especially 
friendly feeling for the name Majestic? 


In the same surveys, 24.5% of all those interviewed—practically one out of four—said 
they either owned or had once owned a Majestic Radio. Here is a vast backlog of 
goodwill for Majestic, plus a great immediate market of those who will want one of the 
new post-war radios as soon as possible, and, having found a Majestic Radio a good 
investment once, will naturally be inclined to buy another Majestic. 


Will you profit from these ‘‘natural” sales to a big, loyal, 
ready-made market? If you're a Majestic dealer, you will! 


What is being done now to make the Majestic name 
even more familiar and more popular ? 


In key newspapers from Coast to Coast, Majestic advertising is making the Majestic 
name even more familiar by displaying it to millions of readers, and by describing the 
finer radios and radio-phonographs Majestic will offer after the war. This advertising 


MAJESTIC RADIO & TELEVISION CORPORATION * CHICAGO 372, ILL. 
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is making the Majestic name even more popular by keeping readers posted on 
leading radio programs—telling them twice a month how their favorites rank 
in nationwide favor. 
Will you benefit from this consistent, effective advertising? 
If you're a Majestic dealer, you will! 


What's in the name... Majestic? 


SALES for the Majestic dealer are in this magic name of radio! Just as FULL 
PROFITS for the Majestic dealer are in Majestic’s unique Controlled Dis- 
tribution plan. 


Write us. Let us tell you all the reasons why... 


Majestic Means Business .. . and lots of it! 
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@ Washing is only one-third of the home laun- 
dering job. The hardest two-thirds, drying and 
ironing, still have to be done. Why not then, when 
you sell home laundering equipment, sell a com- 
plete outfit? Why not sell the Complete Home 
Laundry ... Washing, Drying, Ironing, in one 
compact, smartly designed unit? 

When conditions 
permit, Blackstone 
will offer this Com- 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


A Divison of Jamestown Metal Equipment Co., Inc. 





where in the home, in kitchen, utility room or base- 
ment. And in a good many states, F. H. A. regula- 
tions will permit it to be financed as part of the 
original mortgage on new homes. In addition to 
this DeLuxe Unit, Blackstone will present a com- 
plete line of individual washers, dryers and ironers. 

With such profit opportunities before you, 
what have you done 
to secure the Black- 
stone franchise in 





plete Home Laundry. 
It will be capable of 


installation any- 
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BLACKSTONE 


PRODUCT OF 
AMERICAS OLDEST WASHER MANUFACTURER 


your area? 
Better write us at 
once. 





Why buy the Cart without the Horse / 
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Millions saw the Spider Man 


ickling a venomous whip scorpion is just a 
routine job to Dr. Alexander Petrunkevitch 
of Yale, foremost authority on spiders and 
their kinsfolk. 

Because this picture was published in 
LIFE, it was seen by millions of people in 
every part of the country. 

Just how important is it to you in the 
electrical business that LIFE is read by 
so many people? Read what E. J. Re- 
petto, of St. Louis, Mo., says: ‘‘In 
my opinion, about 50% of my friends 
and customers are LIFE readers.’’ 


What Mr. Repetto says about his customers 
is very likely true of your customers, too. 
Because week after week, LIFE holds the 
attention, stimulates the thinking, and in- 
creases the knowledge of more people than 
any other magazine in America. 


ore readers every week than 
any other magazine in America 
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| 2 ee “U” Plan for “V” Day is now being 
enthusiastically promoted by over 16,000 dealers 
from coast-to-coast. Two of its important features, 
the ““Dealer’s Digest” and the “100 Letter Plan” 
only recently announced are already being used 
effectively to promote post-war business. 

The second phase of the “U” Plan including 
many new coordinated merchandising services is 
in preparation. Geared to your needs, they will be 


released at a time to aid you most. A Store Plan- 


ning service will help you arrange your store for 
increased traffic — bigger post-war sales! Sales 
Training material will help you secure and train 
a.hard-hitting sales staff. 

Universal is bringing many important mer- 
chandising aids to all ‘“U” Plan dealers. You 
don’t have to be a Universal 
dealer to join the “U” Plan— 
just fill in the coupon now! It 


costs you nothing! Do it today! 
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LANDERS, FRARY & CLARK e NEW BRITAIN, CONN. 


LANDERS, FRARY & CLARK 
New Britain, Conn. 


Gentlemen: 








Dept. EM 


I wish to become a “U” Plan Dealer—please send 




















= free “U” Plan for “V” Day Plan Book to 
=i- > Name__.« 
rss | Address 
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Learn Why Another Great Musician 
Joins The Unparalled Acclaim for 
Meissner 


One by one, they had told him. First, 
it was Howard Barlow; then Bruno 
Walter, Fritz Reiner, Andre Kostelanetz. 
Each of these famous concertmasters had 
ly similar story to tell. A story 
that 
recorded music as it had 


a strange 


of a wonderful new instrument 


could reproduce 
never been done before. 

And now Artur Rodzinski was about 
to hear it New York’s great 
philharmonic director watched without 
comment as the record-changer auto- 
matically chose a record from the stack, 
gently placed it on its table, moved 
aside for the audition to start. Only a 
slight change of expression implied that 
this, too, was worth noting. 


“They told the record- 
changer,” he explained, “but I couldn’t 


himself. 


me about 


believe it until I had seen it. An amazing 


Invention, truly 


By now, the music was in full swing — 
a familiar recorded classic that 
seemed to take on new stature with each 
passing passage. Dazzlingly clear, full- 
measured, challenging — the triumphant 
performance could not help but leave 
its mark upon all in the tiny group who 
listened with Rodzinski. 


now 
come, will likewise 


well beyond such 


Cabinets . 


“Play that again, please,” he said. On 
advancements now 


and on, the Meissner played. All at the 
push of a button, records were played, 
reversed, replaced or repeated. At the 
end, Rodzinski said: 


Your own luxurious postwar coun- 
terpart of the Meissner, in days to 


Modulation and other fidelity features 


radio-phonographs now in use. It will 
treat you to new Super Shortwave...a 
connoisseur’s choice of Distinguished 
.» New Ideas in a host of other 


into Meissner electronic equipment for 
our armed forces around the world. 





a 


WHO 


WILL BE THE 


MEISSNER 


RADIO-PHONOGRAPH 


DEALER 


OF TOMORROW? 


In fine homes throughout Amer- 
people have long been 
reading about the new Meissner 
radio- phonograph. More, they 
have written by untold hundreds 
to learn how, when, and where 


it will be Fel fe 


Rightly so, too, for the world’s 
great musicians have placed 
Meissner reproduction in a 
world unto itself. Praises from 
such artists as Bruno Walter, Ar- 
tur Rodzinski, Fritz Reiner, Rise 
Stevens, Andre Kostelanetz, and 
many more of like fame, have 
fed the bright flame of desire 
among countless music lovers 


ica 


include Frequency 


This rich and ready market is 
now waiting for men of vision, 
of experience, of reputation— 
men who will dominate the 
Meissner distribution picture of 
postwar tomorrow. To find your 
own place in this picture, we 


qualities in home 


being engineered 


suggest that you write at once to 





“Never have I heard its equal. The 
Meissner is music inspired!” Ta 

Artur Rodzinski had just heard the 
only radio-phonograph in 
the final laboratory model 
perfected just before war turned all of 
Meissner’s skill and knowledge to the 
manufacture of vital electronic war 
equipment. The instrument is now on 
loan ‘“‘for the duration” to the music 


Meissner 
existence — 
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MANUFACTURING COMPANY + MT. CARMEL, ILL 
ADVANCED ELECTRONIC RESEARCH AND MANUFACTURE 


our Chicago Office. Plans will 
then be made for executive con- 
tact at the earliest possible date 


MEISSNE fe 


fet rere ries 
NA 


ER 


| Please Address Your Inquiries 


to Chicago Office 





PALMOLIVE BUILDING, 





room of Mt. Carmel high school. 


= 


| 


CHICAGO, ILLINOIS 





Reprint of advertisement in The Atlantic, Fortune, Harper's Magazine, House Beautiful, House & Garden, National Geographic, Town & Country 
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Sotty. . » but there'll be no 


Seth Thomas alarm clocks made just now 


Typical of Seth Thomas self-starting electric 
clocks—representing all price ranges—are these 


three beautifully designed quality clocks. 





A streamlined model for streamlined kitchens 
—this handsome Seth Thomas SPRAY. 





Modern in design, with genuine walnut case 
—the Seth Thomas electric alarm, ECHO. 





Reflecting Seth Thomas quality—the hand- 
some BOLERO; in green onyx and Lucite. 


OME MANUFACTURERS are making alarm 
clocks today—as you know. 


Uncle Sam has said, ““The public needs 
alarm clocks—so we approve of your turning 
some of your men and machines into that 
channel to help the home front.” 


But Uncle Sam still wants all of our facili- 
ties and experience in making the finest 
precision equipment and intricate timing 
devices to help save the lives of our boys and 
speed victory. We’re proud that our precision 
“know how” is needed and we’re mighty 
glad to cooperate a 


..- but it means that we have no room now 


for Seth Thomas Clocks for general consumer 
use. 


Some day—perhaps soon now—we will 
once more be making a complete line of 
self-starting electric Seth Thomas clocks— 
clocks of the same high quality that has 
made Seth Thomas the greatest name in 
clockmaking since 1813. 


We believe that the franchise for distribu- 
ting these electric Seth Thomas Clocks will 
be one of the greatest assets a distributor 
can have. 


Until these fine clocks are available again, 
we know you will agree with us that the war 
needs of our country come first. 


i Seth Thomas Clocks, Thomaston, Conn. A Division of 


A A~ General Time Instruments Corporation. 


Seth Thomas Electric Cloeks 


SELF-STARTING 


SYNCHRONOUS 





Oe in Clocks 


“SETH THOMAS" IS REG. U. S- PAT. OFF. 
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PASSING THE TIME... 


The question of the hour is... when will clocks be available 
again... plenty of clocks... fine quality clocks . . . reasonably 


priced clocks worth, in appearance and performance, every penny 
asked for them! 


Sessions says: When fine quality materials now restricted by war 
are released, Sessions Self-starting Electric Clocks will again be 
manufactured on a stepped-up production schedule. There will be 
no let-down. Rather, every Sessions Clock will be of pre-war qual- 
ity in intriguing post-war designs. They will merit a place in every 
home. They will promote buying, keep the market working, provide 
continuous profits for you. A nation-wide advertising campaign 
will simplify your selling, accelerate your sales. The Sessions Clock 
Company, Forestville, Connecticut. 
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“The House of Westminster Chimes” 
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> Will Sell Washers 


“This is the first Post-War Plan 
presented to me that will actually 
SELL washers.” 


George J. Kaiser 
NORTH SHORE REFRIGERATION CO. 
Evanston, Ill. 


> The Beautiful with the Factual 


“__no merchant can afford to con- 
sider re-entering the appliance field 
without giving thought to the de- 
partment layouts in your brochure. 
They are outstanding in combining 
the beautiful with the factual.” 


C. G. Nichols, Gen. Mgr. 
THE G. M. McKELVEYjCU., Youngstown, Ohio 


> Will Help Sales 


“Display suggestions offered can 
not but help sales and interest in 
Easy appliance equipment.” 


G. C. Wootridge, Pres. 
MacDOUGALL-SOUTHWICK CO., Seattle, Wash. 


> Anticipates Retailer’s problem 


“This is the first concrete example 
of a manufacturer anticipating the 
retailer’s problem in view of the 


HOME LAUNDRY EQUIPMENT SPECIALISTS FOR 67 YEARS 


Read what retailers say about Easy’s Post-War Idea Book! 


changes in the merchandising struc- 
ture that we face after the war.” 


R. L. Hirsch 
WIEBOLDT STORES, INC., Chicago, Il. 


> A Great Help to Alert Dealers 


“These ee will be a great help 
to us and should be to every dealer 
thinking of post-war business. A 
department set up along these lines 
will add prestige to any dealer’s 
store and manufacturer’s line.” 


Arthur F. Seidel 
SEIDEL BROS., Milwaukee, Wis. 


> For Dealers Large and Small 


“It would seem to me that every 
dealer large or small will be request- 
ing this Planning Service, as we feel 
that we will use it extensively in pre- 
paring the ——— of our many 
stores during the post-war period.” 





R. F. Touscany, Gen. Mgr. 
THE GOOD HOUSEKEEPING SHOP 
Detroit, Mich. 


“A picture is better than a thou- 4 
sand words.” These successful i 
merchants have pictured future 
sales far better than all the words 
of promise we could muster. 
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construction details. 


Be sure to see this book and take 
advantage of our FREE service! 


Easy’s Post-War Idea Book is a collection 
of drawings (in color) of selling displays, 
easy to build. Each drawing includes archi- 
tectural plans and construction details. The 
suggested displays are made up of sections 
...use any or all, depending on your needs. 
All allow for “in use” demonstrations. 

Whether your store or department is small 
or large, there are plenty of ideas in this 
book which YOU can use. See this sensa- 
tional bit of post-war planning. Simply make 


- the request on your letterhead for an ap- 


polnenans with our field representative ... 
ut doittoday! No obligation. Address 
Dept. EM-9, Fasy Washing Machine Corp., 
Syracuse 1, N. Y 








Just one of many displays 
offered you. Complete with 
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NO /RONING WOES 


FOR MRS. OBRIEN 
SHE BOUGHT HERSELF 
A CORDLESS (RON! 
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If you think this is going too far, you’re mistaken. 

Because Eureka is going to have a cordless electric iron 
as one of the new and finer products in its great postwar 
line. 

It’s utterly new and different than any iron you've 
ever seen before. No annoying cord to tangle, wear out 
or short circuit. Completely eliminates fire hazard, saves 
ironing time and pays for itself in current saved! 


And this new iron is only one of the new and finer 
things you can expect from Eureka after the war. And 
here’s why: right now Eureka is engaged in 100 per cent 
precision war production... learning of new inventions, 
new materials, new engineering advances, new methods 
of precision manufacture never dreamed possible before 
Pearl Harbor. 


Out of all this experience—all these new ideas and 
materials—all this new manufacturing ability are com- 
ing new home appliances that are going to completely 
revolutionize Mrs. America’s way of living in the future. 


PRECISION ENGINEERED FROM THE WOMAN'S POINT OF VIEW 


~ PRODUCTS 





The new Eureka Cordless Iron for example. A new 
kitchen Garbage Disposal Unit, the like of which you 
have never seen. A new and finer Eureka Upright Cleaner 
and a new Tank-Type Cleaner — a combination home- 
cleaning system which can be tailored to fit any home, 
large or small! ; 

All this is Eureka’s promise to the women of tomorrow 
—and to you who will serve them with home appliances 
such as they have never dreamed of. It is a story that is 
being told to millions of American women in the most 
powerful advertising campaign in the industry—and it 
has one objective—to drive customers into the stores of 
Eureka dealers to see the new Eureka products. 

Eureka’s new franchising plan is now ready. Included 
in it is a new concept of vacuum cleaner and other home 
appliance merchandising which has been tested and 
proved in the field. Write us today for details on this 
new plan—learn how you can be among the first to offer 
Eureka’s great new postwar products to your customers. 


EUREKA VACUUM CLEANER COMPANY, DETROIT 2, MICHIGAN 
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L &H WILL BE READY whth COW? 


CLy,\eke™s 


goods. It will continue to do 


HEN the time comes to Why not plan your 


ity! 


return to peacetime pro- 


duction, the complete line of 


L&H Gas and Electric Ranges, 
Electric Water Heaters, Oil 
Stoves and other products 


so until Victory is won. 

The micro-precision so im- 
perative in war work will 
be apparent in postwar 
L&H products. And this 


future with Lindemann & 
Hoverson — the complete 
line that is backed by 70 
years of successful manufac- 
turing and merchandising? 


will be ready! Planning for 
postwar leadership is an ac- 
tive project at L&H. 

The plant of Lindemann & 
Hoverson is still produc- 
ing precision-built war 


complete line will sparkle 
with new ideas in streamlin- \ 
ed design and practical con- 
veniences for housewives. 
Now is the time to plan 

your postwar prosper- 





ener OP 





L&H PRODUCTION IS NOW DEVOTED 
TO MAKING THESE WAR GOODS: 


Pins for tank tracks; anti-aircraft shells; elec 
trical control cabinets; containers for bomb 
parachutes; cartridge belt webbing; assembly 





Me a 


A. J. LINDEMANN & HOVERSON CO. 


Since 1875 
MILWAUKEE, WISCONSIN 


Manutacturers of ELECTRIC BANGES + ELECTRIC WATER HEATERS © GAS RANGES > OIL STOVES » PORTABLE OVENS © OIL HEATERS + WICKS 


of air compressors on U. S. army trucks; steel 
cases for truck tools and parts; Radar parts. 
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Emerson Radio 
presents 


a great radio show 


\ ft with you" 


EVERY SUNDAY 
OVER THE MUTUAL NETWORK 
COAST-T0-COAST 












5:00 P.M. EWT 
4:00 P.M. CWT 
3:00 P.M. MWT 
2:00 P.M. PWT 


A sensational new program based on the smash hit Broadway comedy by George $. Kaufman and Moss Hart 


Millions of people have roared with laughter over the antics 
of the Sycamore family and their zany household. Yes, “you 
can't take it with you’ is an American institution and millions 


of people will listen avidly to see what happens next on this Kher. 
show...where anything can happen. . 
Millions of people, your neighbors, will hear on this program 


e 
the story of tomorrow's new Emerson Radios...and will 
respond to the suggestion to get ready to be among the first 
to own one through the history-making Emerson Preference 


Delivery Quota Plan...the Emerson P-D.Q. Plan that is build- EMERSON RADIO & PHONOGRAPH CORP., NEW YORK li, N.Y. 
ing business for Emerson dealers... now. 

eT . EMERSON’S PLATFORM: good product... 

“You can't take it with you” is another factor that makes the 

Emerson Radio Dealer Franchise worth more than ever before. dealer acceptance . » CONSUMEF acceptance 


Ask your Emerson Distributor for Details of the PD.Q. Plan “For Outstanding Accomplishment” 


FOR TOMORROW...A THEATRE IN EVERY HOME WITH EMERSON RADIO TELEVISION [o- 


GREAT ENGINEERING IDEAS IN SMALL PACKAGES | COMPACT, EFFICIENT, FINE 


SEPTEMBER, 1944—ELECTRICAL MERCHANDISING 


aren |] 


' 


cesaet WS cmene ~ 














ELE: 





SING 





IFONTITC’S postwar Plan 


Includes a Real Dealer-Minded 
Sales Policy ] 


Postwar sales opportunities in the ironer field, which 
consumer surveys indicate will be one of the most 
active appliance fields, will depend upon sales policies 
as much as product features and performance. 


In addition, therefore, to an ironer that’s basically 
different in design . . . whose owner-enthusiasm and 
satisfaction produce countless new sales leads and 
customers among friends and acquaintances . . . lron- 
rite will also offer postwar retailers a real dealer- 
minded sales policy, including: 

1. Sales planning and merchandising help of 
an experienced factory sales organization, oper- 
ating through a distributor group that is already 
complete; 

2. Demonstrator training program that will 
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greatly increase sales effectiveness in your 
territory; 

3. A “Where-to-Buy-It” Telephone Directory 

Advertising Plan that identifies and locates you 
and your store! 
lronrite has been a regular advertiser in the Ladies’ 
Home Journal, in preparation for postwar selling, 
and now has thousands of consumer inquiries ready 
for allocation to dealers. 
Are you looking for a real dealer-minded ironer sales 
program ... with no chain-store selling, no special 
outlets or discounts, no special brands? If so, we 
invite you to write. 


THE IRONRITE 
38 Piquette Ave. 


IRONER COMPANY, 
Detroit 2, Michigan 
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It’s a postwar Promise... /rom 
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Tune in CBS 2:30 P.M. 
EWT Sundays for Admiral 
“World News Today” 








neering lidemadion re) 
largest manufacturer of radio phone 


COMmital Reviitin CHICAGO 47, ILL. ax 


World's Largest Manufacturer of Radio Phonographs with Automatic Record Changers 
Electric Range Home Freezer Electric Refrigerator Leaders in Radio... Communication Equipment ... Radar... FM... Television 
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Here’s a MAJOR APPLIANCE 


you can start selling Toda 


« - . and if you figure automatic 
water heaters are out of your line, 
these facts will change your mind! 


) ing YOU can sell refrigerators, or radios, 
or washing machines, or any other 


package appliance—then you can sell Duo- 
Therm Automatic Fuel Oil Water Heaters 
—and you can sell them right now. 


Look at this! In our last year of full pro- 
duction our dealers sold over a million 
dollars worth of Duo-Therm Automatic 
Water Heaters. And they sold them at list 
prices and terms which provided a high 
dollar profit per sale! 


Now look at this! Without interrupt- 
ing vital war work we are again back in 


water heater production and our dealers 


are again selling Duo-Therm Automatic 
Water Heaters for essential civilian needs. 
*- 
But it’s not just our opinion that you can 
sell Duo-Therms. They have been sold in 
volume through appliance outlets for years. 
They, too, are package merchandise... 
self-contained and self-operated. They are 
a natural for you because you know the 
right selling technique through selling 
other major appliances. 


And these are important points, too. 
The Duo-Therm Automatic Water Heater 
is simple to install, simpler still to service, 
and the market for low-cost automatic water 
heaters is practically unlimited! 


And What a Sales Story for That Market! 


Plenty of hot water for the average family 
at less than 4 cents a day! 


No gas or electric connections. A Duo- 
Therm Automatic Water Heater can be 
installed anywhere! 


Fully automatic convenience—conven- 
ience that millions of Americans want and 
are waiting to enjoy! 





Duo-THERM 


DIVISION OF MOTOR WHEEL CORPORATION, LANSING 3, MICHIGAN 


A name that sells! Automatic fuel oil 
burning water heaters were pioneered and 
perfected by Duo-Therm, America’s larg- 
est producer of fuel oil appliances. 


Andaname that keeps on selling through 
consistent national advertising in Look, 
Liberty, Household, Pathfinder, Farm 











Journal, Successful Farming, True Story 
and True Confessions! 


Send the coupon below and we'll send 
you the interesting story of one of the 
most profitable franchises in the appli- 
ance field! Good territories are still open 
and the merchandise is available now! 


© 1944, Motor Wheel Corp. 


DUO-THERM Division of Motor Wheel Corporation 
Department K 


Lansing 3, Michigan 


| would like to have additional information on the water heater market 
and dealer franchise. There is no obligation to me. 


WRRNDs 0 0:6:0 0-0 0.0 0sbu 600 nnoeee6eces. cen oececntedseseds neue 

Back in civilian production without interrupting the steady flow 
we of war goods that won our plants a three-star Army-Navy a pe Pe See Fe) ee) ne eee Oe 
® WY occcccccvcccccccccccccccceccescccsocces States. ccccccces 


—-————-—-—-——--—-—-—4 


America’s Largest Manufacturer of Fuel Oil Heating Appliances 


ISING ELECTRICAL MERCHANDISING—SEPTEMBER, 1944 








ee, 
& * 


nel .! ge 









op 
{Ml 67: ; 

i 
Wa i 


Victron Exhaust Fans everywhere for 
comfort. 
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THINGS ELECTRICAL 


complete stocks 


for complete living! 





When Mr. and Mrs. America will step out and into 
your store with confidence and catch up with time. 
When they can buy brand new Victron Fans to re- 
place those that have served so long and well. 
When they can renovate their stuffy kitchens once 
again with Victron Ventilators or put healthy whole- 
some air in their post war homes. When even the 
laundry will feel the touch of your service and one 
more housekeeping drudgery eliminated with a 
spanking new Victron portable ironer. 


Today you and we, alike, buy bonds to speed 
the day when the lights will go on again all over the 
world . . . to the day when electrical dealers will 
look once again to VICTOR for the things electri- 
cal that make good friends and good business. 


IN THINGS ELECTRICAL 
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Victron Ventilators in the kitchen, bath, 


rumpus room. 
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Victron Portable Ironers in the laundry. 
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A Recreation Room . . . with a 
view to the future 








Typical of the modern home designs now being developed 
for the great postwar building market is the above 
recreation room in a Sunken Garden Home, designed for 
Timken’s current advertising campaign by Harold H. Garden side of this smart, truly American home. This 
Ehlert, member of American Institute of Architects. ee mg pee: “ot more economically with 

Regardless of the size or type of new homes, builders Sn hr ek ae ee 
and home owners are unanimous in demanding the newest 
and best in equipment. No home is better than its heating 
system, and Timken Silent Automatic, with all its years 
of furnishing fine heating systems for homes of every 
type and description, will be in a better position than 
ever to serve the builder and home owner in the post- 
war era. 

New Timken Silent Automatic heating and air condi- Free! New booklet showing floor plans and details of 
tioning equipment, ready for production as soon as war- this interesting home, as well as other new homes and 
time restrictions can be relaxed, will give Timken Dealers recreation rooms, designed by outstanding architects. 
the “inside track” in the competition for the tremendous Offered to stimulate thinking about postwar homes, this 
postwar market. booklet contains many worthwhile ideas on modern 

Write today for information on how you can become home designs and equipment. Mail coupon today. 

a Timken Dealer and the leading home heating and air 
conditioning merchandiser m your community. poe SEND FOR FREE BOOKLET ————— “ 
, | To: TIMKEN SILENT AUTOMATIC DIVISION 
f | 400 Clark Avenue, Detroit 32, Michigan 
TiM REN | Send FREE Sunken Garden Home booklet to: 








Name = ee ae et ae 
Sthnt Silonutlie Street Address 


Quality H Appli City and State 
uality Home Appliances— 

for Comfort, Convenience and Economy PLEASE PRINT NAME 
Division of THE TIMKEN-DETROIT AXLE CO., Detroit 32, Michigan 
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An addition of $500 to the mortgage for electrical equipment makes the added 
monthly payment on a 25-year 4!/2 percent FHA-insured mortgage only $2.98. 


HE growing acceptance of the 
Complete Home Program—the 
“Packaged House”—on the part 
of all elements of the electrical indus- 
try, has brought to the fore a number 
of important questions concerning its 
application from the standpoint of the 
retailer of electrical appliances and 
equipment. The plan, which stated in 
simple terms, provides for the installa- 
tion of electrical or other operating 
equipment and included under the 
realty mortgage, has given rise to the 
misconception that credit terms on 
such equipment would be extended to 
25 years, or the life of the mortgage. 
Actually, the opposite comes nearer 
the truth. From the retailer’s stand- 
point, the sale of such equipment is a 
cash transaction. It is a long-term 
credit transaction only from the buyer’s 
standpoint. Here is how the mechanics 
of the thing operates: 

Mr. and Mrs. Jones want to build a 
house under an FHA insured plan and 
include certain electrical equipment: a 
range, a refrigerator, home freezer, 
dishwasher and an automatic cycle 
washing-machine, for instance. That 
electrical equipment is included in the 
plans and specifications submitted to 
the FHA by the mortgage lender ad- 
vancing the funds for the construction. 
The exhibits prepared for FHA should 
adequately describe the equipment by 
name, manufacturer and model number. 
The price of the electrical equipment to 
Mr. and Mrs. Jones should be added, 
along with other items, in the break- 
down of the cost of the house. When 
the equipment is installed, and in- 
spected by FHA (a usual procedure) a 
voucher will be given the retailer of 
the equipment by the  contractor- 
builder, and honored for payment by 
the mortgage lender. The retailer will 
be required to sign a waiver of lien. 
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In other words, electrical equipment 
sold under the mortgage is a cash trans- 
action from the seller’s standpoint. In- 
cidentally, as a general rule it is better 
to wait until the house is ready for 
final inspection before installing the 
electrical equipment. 


Nothing New In Plan 


Before going into a number of other 
questions that have naturally arisen in 
regard to the complete home program, 
it might be well to point out first that 
there is nothing inherently new in the 
idea of financing operating equipment 
in the home under the mortgage. De- 
pending on local custom, savings and 
loan institutions, savings banks and in- 
surance companies have been doing it 
for years. Household equipment, along 
with 71 other types of easily removable 
real estate items such as stoker, oil 
burners, water heaters, screens, venti- 
lating fans, venetian blinds, sump 
pumps, etc., have been installed in the 
house in the past and financed under the 
realty mortgage. In Washington, D. 
C., for instance, it has been common 
practice to include refrigerators and 
ranges in house financing. On Long 
Island, N. Y., ranges have always been 
included in new houses and financed 
under the mortgage. 

In the case of housing loans made by 
Savings and Loan Associations and 
banks who do not operate under FHA, 
the decision as to the inclusion of the 
equipment under the mortgage rests 
with the lender. This decision is usu- 
ally decided upon by local custom and 
fixture law. The entire concern of the 
lender in these instances is his ability 
to repossess this equipment in the event 
of foreclosure of the mortgage. Ex- 
perience has shown, however, that the 
great majority of credit seekers are 
honest and most lending institutions 


are willing to consider this an ordinary 
business risk. If there is any real doubt 
in the lender’s mind, of course, he can 
require an additional chattel mortgage, 
covering the operating equipment, 
which he re-files at stated intervals. 
The above is merely pointed out to 
correct an erroneous assumption in 
some quarters that this entire program 
of financing operating equipment under 
the mortgage is the result of some re- 
cent ukase by the FHA which permits 
it. FHA does permit it, but they are 
merely putting their stamp of approval 
on a custom which has been sanctioned 
in many localities for many years. At 
present, as we pointed out in these 
pages in the July issue, in an article 
entitled, “The Dealer’s Stake in Post- 
War Home Building,” 42 state FHA 
offices have declared ranges eligible 
for insurance under the realty mort- 
gage; refrigerators are eligible in 41 
states, dishwashers in 40 states, garb- 
age disposals in 34 and sequence type 
laundries in 18. Recognizing that elec- 
trical and other operating equipment 
has come to be considered part of the 
house itself, rather than personal prop- 
erty to be moved from house to house 
by their occupants FHA simply takes 
into account what was already a fairly 





Lonc [TERMS 
for the Buyer. 


which will prove an enormous stimu- 
lant to post-war home building, is to 
be guided solely by local custom and 
fixture law. The agency has ruled 
that such items of operating equipment 
as ranges, refrigerators, sequence-type 
washers, etc., can be included in its 
evaluation of the mortgaged property 
if the mortgagor and the mortgagee are 
willing to regard such equipment as 
part and parcel of the mortgaged real 
estate—providing always, of course, 
that such action is consistent with local 
law and custom. 

This understanding on FHA’s patt is 
expressly provided for on the commit- 
ment (FHA Form 2007) which identi- 
fies such articles of operating equip- 
ment, is signed by both mortgagor and 
mortgagee, and makes it unnecessary 
for either FHA or the mortgagee to 
determine whether a particular item of 
equipment would legally be construed 
as real or personal property in the ab- 
sence of such a declaration. The mortg- 
agor and the mortgagee thereby assume 
the same obligation with respect to the 
operating equipment as with other 
parts of the mortgaged real estate. 
FHA takes the further precaution of 
having its insuring offices determine, 
by consultation with real estate men, 


Under the Complete Home Program, the 


appliance retailer sells electric kitchens 


and laundries in new homes under a 


20-25-year mortgage...But it is a cash 


transaction on his part and, under 


the plan, he has an opportunity to 


realize on a vast replacement market 





common practice and agreed to insure 
mortgages covering property contain- 
ing these types of home operating 
equipment. 

Where FHA insures a loan, the 
lists of easily removable real estate are 
prepared by each local FHA under- 
writer, working with mortgagee, real 
estate attorneys and independent ap- 
praisers. FHA’s liberal position, 


mortgagees, and attorneys in the com- 
munity, that such equipment is com- 
monly treated as part of the real estate. 


FHA Only Insures Mortgage 


The Federal Housing Administra- 
tion, incidentally, is not a lending 
agency, as many people are inclined to 
believe. It is a government agency 
which guarantees home loans made by 
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authorized private lending institutions 
such as savings banks, savings and loan 
associations, life insurance companies, 
mortgage bankers, etc. FHA insures 
private investment and in somewhat 
the same fashion that bank accounts are 
insured by the Federal Deposit Insur- 
ance Corp. FHA was originally estab- 
lished in 1934 to help bolster the confi- 
dence of private capital in the housing 
market. Building was suffering a bad 
hangover from the inflationary binge of 
the 20’s. Home-building was at a 
standstill. Capital, in panic, had with- 
drawn from the mortgage market. 
Home-buyers were frightened away by 
the high-priced antiquated system of 
short-term first, second and third 
mortgage loans then in vogue. 

By encouraging a reduction in 
mortgage interest rates, and by popu- 
larizing the long-term amortized 
mortgage, FHA was successful in re- 
storing confidence in home ownership 
and placing its benefits within the 
financial reach of a constantly broad- 
ening proportion of the population. It 
brought the 80 percent—and even the 
90 percent—insured mortgage within 
the range of conservative investment. 
As a result, almost 6,000,000 American 
families have been enabled to build, 
buy or improve their homes since 1934. 


Extent of Mortgage Business 


It is perhaps not generally under- 
stood that outstanding home mortgage 
holdings in this country totaled nearly 
twenty billion dollars, as of the end of 
1942. Figures compiled by the Federal 
Home Loan Bank Review show the 
following breakdown by types of 
mortgage lending institutions: 

Savings and loan as- 


sociations ....... $4,565,000,000 22.9 
Individual and mis- 

cellaneous ...... 6,350,000,000 31.9 
Commercial banks . 2,480,000,000 12.4 
Mutual savings banks 2,700,000,000 13.6 
Insurance companies 2,285,000,000 ‘11.3 
Home Owners Loan i 

ee | ,567,000,000 7.9 

AER $19,917,000,000 100.0 


A breakdown of residential mortgage 
recordings for 1943 in the one-to-four 
family bracket, shows that savings and 
loan associations held 32.1 percent, 
banks 19.5 percent, insurance com- 
Panies 7.2 percent, mutual savings 
banks 3.9 percent, individuals 22.2 per- 
cent, and others 15.1 percent, for a 
total of $3,861,401,000 in that year. 

The extent of this home financing 


By LAURENCE WRAY 


and an understanding of the principal 
types of lending institutions engaged in 
it is important when we stop to con- 
sider the enormous potentialities in the 
modernization and replacement market. 
While it is not possible to make any 
additions for replacement or modern- 
ization under an existing FHA insured 
mortgage, savings and loan associa- 
tions in a number of states are making 
preparations to advance funds for re- 
pairs, modernization and equipment 
replacement. i 

Only recently, the post-war savings 
and loan program committee of the 
U.S. Savings and Loan League pro- 
posed for adoption by the League’s 
3,500 members, a new home financing 
plan that gives the borrower many 
unprecedented advantages. Among its 
15 major features, to quote Architec- 
tural Forum, is a “Provision for addi- 
tional advances for repairs, equipment, 
modernization and other purposes with- 
out the necessity of expense or refi- 
nancing.” The note between the bor- 
rower and lender under the U.S. Sav- 
ings and Loan League plan provides 
for the payment of the original loan and 
“such additional sums as may be ad- 
vanced hereon by the holder of this note 
to the maker,” . . . “and in the event 
of an additional advance hereon over 
and above the principal sum stated 
above, such monthly payments shall 
continue at a rate to be agreed upon at 
the time of such additional advance.” 
As a result of this phrasing, according 
to the committee, there is no need for 
refinancing or for an extra title search 
in connection with the borrowing of 
additional money to repair or modern- 
ize a property. 


Those 25-Year Terms 


From the trade standpoint, we have 
already pointed out that financing of 
operating equipment under the mort- 
gage is a cash transaction; that only to 
the purchaser is it a long-term credit. 
The question comes up: Is 25 years too 
long to pay for refrigerators, ranges, 
dishwashers, automatic-cycle washing 
machines, clothes dryers and other 
types of operating equipment? 

In the first place, it should be borne 
in mind that many other items of house- 
hold equipment which are generally in- 
corporated in the finished product— 
paints, screens, linoleum, water heaters, 
furnaces and roofs, for instance—are 
also financed under the mortgage on 
25-year terms. The home-buyer or 
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When appliances are installed and inspected by FHA, the retailer gets a voucher 
for the full amount from the contractor-builder which is honored for payment 
by the mortgage lender. It is a cash transaction on his part. 


builder has not demanded a guarantee 
that these items will last as long as the 
mortgage payments are being made 
nor is the mortgagee concerned. 
George C. Johnson, treasurer of the 
Dime Savings Bank of Brooklyn, N. 
Y., puts it this way: 

“I am not too much worried about 
the possibility of the equipment wear- 
ing out before the mortgage is entirely 
paid off. Certain parts of a house such 
as a roof, have often worn out before 
the mortgage has been paid off, but the 
owner repairs or replaces it and we are 
not usually affected. Furthermore, ten 
years after a house has been built, a 20- 
year monthly payment mortgage would 
have been reduced almost 40 percent.” 

In this whole discussion it must be 
remembered that buying a completely 
equipped home—a finished package— 
bears little relation to buying individual 
items of equipment. The mortgagee’s 
rule of thumb is that the remaining 
value in the structure must equal the 
remaining unpaid principal. 

In 1933, when the National Housing 
Act was proposed, providing for the 
insuring of the long-term, single 
mortgage with small amortizing 
monthly payments, violent protests 
were lodged against this “loose ex- 
tension of credit.” Yet FHA made 
home ownership possible to many 
thousands of families previously denied 
this privilege and has proved the great- 
est single stimulant to home ownership 
since then. 

In the final analysis, the chief de- 


terminants of safe credit are not the 
length of the terms but the will on the 
part of the buyer to retain ownership 
and his ability to meet the monthly pay- 
ments. After the war, competition for 
the consumer dollar will be keen and 
incomes of the great majority limited. 
In the middle 1930’s 85 percent of 
America’s families had incomes of less 
than $3,000 a year. Yet they bought 
three-fourths of all consumer durable 
and non-durable products. In the 
year 1943, despite swollen payrolls, 
wartime labor rates and overtime, 74.2 
percent of America’s families still 
made less than $3,000. The more 
household equipment, therefore, that 
can be included in the long-term finance 
package, the more money there will be 
available to spend on other household 
equipment and furnishings. 


Cost of Financing 


It has been objected that 25-year 
financing terms on electrical and other 
operating equipment, included under 
the realty mortgage, is a costly charge 
compared to short-term transactions. 
But is is no more costly than many 
other items of household equipment 
such as screens, linoleum, overhead 
garage doors or concrete walks that 
are paid for over the 25-year stretch. 
Naturally, it would be cheaper to pay 
cash. Homes sold and financed over 
a 5-year period would cost much less 
than homes sold on 25-year terms. The 
number of sales, however, would be 

(Please turn to page 70) 


PAGE 19 














After dinner, in the Montclair home of a family of four, Sandra clears the 
] table, piling everything at left of sink for her mother, Mrs. C. W. Schaedel 


Users endorse the dishwasher by 38- 
to-] count in sampling of consumer 
opinion which reveals the housewife 
thinks highly of this electrical appli- 
ance, an integral part of her kitchen. 


THIRD OF A SERIES 
on products for post-war selling. 
PREVIOUS ARTICLES: 


Home freezers... Clothes dryers 





BY 
LANDSDELL ANDERSON 
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y] The flat silver and the glasses are given a snappy rinse and the dishes receive 
@ quick scrape under running water before Sandra stacks them in dishwasher 


HE importance of the electric 
dishwasher as an integral part 
of a modern kitchen is acknowl- 
edged, almost unanimously, by present 
users of the last prewar models of this 
appliance. Individually judging the 
merits of the dishwasher solely on its 
performance to date in their own homes, 
a jury of housewives, personally con- 
tacted, readily endorsed it to the tune 
of a 38-to-1 count. 

In all, 45 door bells at the homes of 
dishwasher owners were rung to obtain 
this sampling. About half of these 
residences were grouped in suburban 
areas within easy strike from Newark 
and the balance were scattered over a 
third of the state of New Jersey. 
Several homes visited were in rural 
non-farm districts and a few were 
located well within city centers. Only 
six failed to answer either the first 
ring or a return visit. 


Cross Section of Opinion 


On the 39 successful calls, lengthy 
interviews were held with housewives, 
and/or their husbands, and/or their 
maids, according to who happened to be 
at home at the time. In several in- 
stances all three were on hand and 
all three chipped into the conversation 
before the session ended. Some daught- 
ers—the youngest was seven and the 
oldest a high school junior—also put 
in a word or two. 

The names of the dishwasher owners 
visited on this sampling of consumer 
opinion were selected from lists ob- 
tained from manufacturers, their serv- 
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ice branches and distributors, and deal- 
ers. Several also were added by Carl 
Schaedel, Central Ave., East Orange, 
a specialist in kitchen planning who has 
designed and built numerous all-elec- 
tric kitchens throughout the state. 
No dishwasher user was “too busy” 
to take time out to discuss the service 
it rendered. In fact, of the 38 giving 
it a general over-all endorsement, more 
than half of them obviously took pleas- 
ure in describing this service in detail. 
And a goodly number of the house- 
wives were so proud of their modern 
kitchens they extended an invitation to 
come right inside and have a look 
around before the caller had half a 
chance to edge in a suggestion calcu- 
lated to ease him into that exact spot. 


Types of Homes 


Before checking into the composite 
opinion of the average-housewife-with- 
a-dishwasher questioned on this sam- 
pling expedition, here’s a slant on her 
family and her home: 

Usually located in the nicest resi- 
dential section of the community, her 
six- to nine-room house, with two 
baths, is comparatively new, is well 
saturated with all those electrical ap- 
pliances enjoying wide public accept 
ance, and the home is maintained in 
excellent shape. 





COM os 


: 


Few represent less 5) 


than a $10,000 investment, and equally i 


few could be tagged as estates. 

This housewife has two children, 
rather young. Her husband almost it- 
variably is strictly white collar, prob 
ably commutes to a desk job in the 
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When Sandra finishes stacking the dishes, no more than a two-minute chore, a 


detergent agent is added to the water before starting the washing operation 


r Selling... 


city. She either employs one maid full 
time—in any event she would if the 
domestic help situation wasn’t so tight 
these days—or else she has a girl come 
in one day a week for laundry and 
cleaning work. It’s about 50-50 on 
that score. 

Now, how does this housewife like 


her dishwasher? In her own words: 

1. “I wouldn’t part with it,” in a 
determined voice, or “I’ll never be 
without one,” in an equally determined 
tone. The constant repetition of that 
theme song, with such little variation, 
had the caller thinking for awhile that 
maybe all these ladies belonged to the 





5 While dishwasher is in operation, pots, pans, and any large platters or tureens 
which have been used, are washed by hand, with Sandra doing the drying 
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For best results, particularly on glasses, according to this dishwasher owner 


who does all her own housework, it also is wise to add a spoonful of soap powder 











) 


After dishes have received thorough rinse in fresh water, the housewife re- 


turns to the kitchen for a moment to turn off machine, allow dishes to dry 
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The following morning, while his mother prepares breakfast, Gary sets the 


table, taking dishes, glasses and silver, as needed, directly from the dishwasher. 














At first opportune moment the remaining dishes and glasses are placed in 
8 kitchen cabinets, freeing dishwasher for the new load to come after breakfast 


same bridge club and were pulling a 
gag on him. 

2. “I’d hate like sin (‘heck, mad, the 
dickens, everything’ — Take your 
pick!) to go back to the old way of 
washing dishes.” This was a very 
popular refrain. 


3. “Besides saving time, it is ‘so 
much easier,”—almost universal agree- 
ment on that point. Stacking the dishes 
properly does not take long nor is the 
operation difficult or tricky. 

4. Since the dishwasher arrived, the 
housewife doesn’t mind the maid’s day 
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off as much as she used to. 

5. Dishes come out cleaner than 
when hand washed. 

6. Table flatware comes out as clean 
as when washed by hand. An excep- 
tion: forks after serving eggs for 
breakfast. 

7. When it comes to glasses, the 
little lady is all at sea. One volun- 
teers: “Glasses have that crisp, 
crunchy feeling when you take them 
out, far cleaner than you ever can 
wash them by hand.” And yet three 
report: “I often have to rinse the 
glasses by hand after I take them out of 
the dishwasher because particles of food 
often still cling to them, particularly in 


the bottom. After that rinsing, of 
course, they sparkle.” 
8. How about stemware? The 


prompt answer to this one seems to be: 
“Just try to put any stemware in, 
along with everything else!” Stem- 
ware apparently means a double run 
for the dishwasher, a nuisance many 
of them mention. 

9. It’s not an easy job to snuggle a 
couple of silver vegetable tureens in 
with the rest of the dishes, éither, 
so they generally are held out, along 
with the pots and pans. This seems 
to be a very mild complaint. 


How Dishwasher is Used 


Before further probing of her likes 
and gripes, some information relative 
to her use of the dishwasher: 

Twice a day is the average. After 
breakfast and after dinner. Once a day 
is as commonplace as three times a 
day. More than likely the dishes are 
left in the washer over night, after 
they have been washed. Those slated 
for breakfast use are put on the table 
first thing in the morning and the bal- 
ance stacked on the shelf. 

The service man has made one call, 
charged $3, and fixed the handle or 
controls. If he made two calls, it 
was because the drain became clogged 
and it definitely was the maid’s fault. 
The door seals were out of order on 
two of the machines seen in operation 
and there was a trickle of water coming 
out of two others. One motor burned 
up. On the whole, the machines were 
quiet. No user gave a second thought 
to operating cost, guessed it ran from 
a dime to a quarter a month. 

Now, getting back to a composite 
opinion review, it is difficult to strike 
an average on the next point because 
housewife thinking hit both the poles. 
The question: How important is your 
dishwasher to you, relatively, in terms 
of other appliances? The answers 
included: : 

“T’d sooner let go of my ironer.” 
“T’d rather get along without my auto- 
matic clothes drier.” “You can have 
my toaster, vacuum cleaner and radio- 
phonograph combination, all three to- 
gether, but leave me my dishwasher.” 
“The dishwasher goes out before the 
vacuum cleaner.” The last expression 
was heard in five homes. 
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Others were: “The most important 
electrical appliance in my home,” from 
a mother of five children who does all 
her own work. “It would be a toss-up 
between my clothes washing machine 
and my dishwasher,” was the answer 
from a mother of two youngsters. In 
explanation, she added: “When my 
clothes washer was out of order the 
laundry took care of all our clothes, 
along with the heavy linen which I 
always send out anyway. But if my 
dishwasher breaks down, I can’t send 
the dishes to the laundry!” 

“T never use it amy more; you can 
have it,” from the single dissenter en- 
countered on the sampling trip. 


Suggested Improvements 


As for suggested improvements, 
three housewives, thinking deeply, came 
up with this idea: Build a garbage 
disposer into a dishwasher and make 
the combination large enough so we 
can stack all the dishes, silver, glasses, 
pots and pans in it, right from the 
table or stove without any scraping or 
rinsing, turn a switch and walk away 
from it, knowing that it will shut itself 
off when the job is done. 

Recurring several times were the 
following suggestions: Design it to 
include the pots and pans. Increase 
its capacity by making it wider but 
don’t make it any higher. More pres- 
sure on the rinse might clear the parti- 
cles from the glasses. Make it large 
enough so we can get everything in 
after we entertain guests instead of 
having to wash in two installments. 


Husband Likes It Too 


The average husband also goes for 
the dishwasher in a big way. He 
readily learned to like it when the war 
created the current squeeze on domes- 
tic help. When his wife used to wash 
the dishes by hand he had to grab a 
towel and dry them. Now, when she 
uses the dishwasher, he merely chats 
with her in the kitchen while she puts 
them in the machine—and they both 
sit out on the porch until the drying 
operation is complete. Instead of the 
husband stacking the dishes on the 
shelf, after drying them, as in the old 
days, now the wife more than likely 
does that chore the next morning. 
No wonder hubby casts his vote for the 
dishwasher. 

The average domestic servant doesn’t 
care for the dishwasher idea at first. 
She resents any change in routine. 
The old style way is good enough for 
her. On the average, it takes some 
persuasion and two demonstrations be- 
fore she falls for the idea at all. After 
a week’s use, however, she is solidly 
sold. Like the owner, she “wouldn't 
be without it any more.” 

Coming from the maid in a house- 
hold of five, this is the clincher: 
“When my husband comes back from 
France, and they start making these 
things again, we’re sure going to have 
one in our own home.” 
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9 Also serving a family of four, three times a day for four years this dish- iT) Like the vast majority of all other housewives interviewed, she also 


washer "performs in every way to the entire satisfaction” of this housewife. “positively wouldn't ever again be without a dishwasher in her kitchen. 





























1] Always clearing the machine immediately after washing, she often drys things “When you work for a family of six, a dishwasher saves you a lot of time 
by hand, to speed up the operation, before stacking everything in cabinets. and labor,” says this maid who aftcr war hopes to have one in her own home. 
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How to meet Chain Store : ( 


An Old Interview with a g i HERE 


Chain Store Executive 
Provides Some Handy 
Pointers for Post-War 


Merchandising 


By TOM F. 
BLACKBURN 


was a poem about a 
storm at sea in the school read- 
ers of thirty-odd years ago, with 

the line, “We are lost, the captain 
shouted, as he staggered down the 
stairs.” It seemed that everybody on 
board was pretty badly befuddled by 
that crack, and they were only reas- 
sured by the prattle of a pretty, little 
golden haired girl. 

When Cleve Amis of the Chicago 
hardware association says, “small. . . 
dealers must expect ruthless, hardened 
methods in the future on the part of 
large chain and syndicate organiza- 
tions,” he virtually completes the round 
up of experts who view post-war chain 
competition with horrors. 

This writer is no pretty little golden 
haired girl, but be believes a few reas- 


suring words can be spoken to small 
dealers. 


The Chain's Viewpoint 


It is true that a slice of the appliance 
business will be captured by the large 
aggregations of capital that are thrust- 
ing forward into this field. It is a fact 
that muttonhead merchandisers, who 
have long set like bumps on a log and 
told their trade, “you’ve got to buy 
from me whether you like it or not 
because I occupy the only appliance 
store in Simpsonville’”—these dunder- 
heads are going to find that automo- 
biles, hard roads give them just as 
ferocious competition as the chains. 
Standing astraddle of a town won't be 
enough in the year 194x. 

All of this talk has inspired us to 





take out of the mothballs an old inter- 
view with a big mail order chain exe- 
cutive. It was written years ago and 
never run. 

“What would you do if you were an 
independent dealer and had to meet 
chain store competitions ?” we asked. 

“T would not bump my head against 
a stone wall trying to meet chain store 
prices,” he replied. “That is the one 
great advantage the chains have. But 
on the other hand not more than one- 
third of the population buys on price 
alone. They buy because they like to 
deal with you, trust you, respect the 
prestige of your product. If I were 
setting up my own store I would have 
a group of salesmen who were well 
rooted in the community, knew every- 
body and had a following. Chain stores 











These Businesses Have the Individuality Which 


The gift wrapping of this Dallas, Texas, store, thrown in free with the purchase of 
an appliance, snared an unusual share of business. 
that any small-retailer can copy, and is certain to attract large numbers of people. 


Yet it is a personal twist 





The Wildbergers, father and son, snuggled in close to a St. Louis Sears Store for 
location. And went to town selling a specialty,. Frigidaire. 











The floor lighting, and lighting equipment island displays in the Pennsylvania 
Power & Light Co. shop at Allentown, Pa., are super-duper. They sell bulbs, fix- 
tures, and occupy a small amount of space. 





— 


The way the Balti nore Electric Light Co., a dealer organization at Baltimore, 
Md., handles repairs by. mail. order is something that dealers can copy. 
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are weak on personnel, move their 
people around too much, and this is 
true particularly on the firing line. 

“As to location, I would be happy 
to be near a chain store. These spots 
are picked by experts, and the inde- 
pendent dealer gets the advantage of 
the traffic the chain creates. - 


Service Advantage 


“Next, I would try to have lines 
that are different from the chains. 
Branded merchandise has an individu- 
ality that the chain lines lack, and I 
would go for this. I would make a 
fetish of being different. No one store 
can please everybody and the dealer 
who is different has a following. If 
my appliances were similar, my set-up 
would be different.” 


In service the independent has a dis- 
tinct advantage. Said our chain expert: 
“Some 70.9 per cent of the nation’s 28 
million wired homes have refrigeration, 
61.9 per cent have electric washers, 49 
per cent cleaners (figures brought up 
to date). This means we are nearing 
a replacement market, as we will never 
sell 100 per cent of the population. 

“Now as you get into a replacement 
market, this happens: When Mrs. 
Jones’ appliance gets out of whack, she 
frantically tries to get it fixed before 
she buys a new one. Who does she call ? 
The service man nearest her, if she 
knows him. 

“Here is the great opportunity of the 
small, neighborhood dealers. That 
service call has tipped him off to a 

(Please turn to page 66) 














Because personalized demonstrations always show off appliances to 
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the Chains Lack 














For sheer goodhousekeeping, an attractive display, dealers can well copy the 
appliance display in the Cain-Sloan department store in Nashville, Tenn. R. A. 
Coleman, manager, used to have things as neat as a new pin. 


To Fit EVERY WASHER 
Ruciproes Sores Aowows - ( 





The way the Lucas Appliance Co., Chicago, had chairs and seats for appliance 
users waiting to discuss service problems is something that can well be copied. 








advantage, it's logical to believe that the postwar dealer will have 
more of them. And he can well copy the interesting food displays 
put on by the New Orleans Public Service Co. 


H. N. Light Co., South Bend, is an example of a retailer who has made himself 
the town's authority on vacuum cleaners. The Light location is out of the high 
rent district, yet it is very convenient spot to reach. 





Block's, Indianapolis, have displays equal to the best chain store competition. 
This clock display wrapped around a pillar, was written up recently. 
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Frakes Bros. of Columbia, Tenn. has 


weathered wars and depressions in 


its 30 year history . . . Today they 


are doing one of their biggest jobs 


in servicing their community's elec- 


trical equipment 


‘They Keep 
A lown’s Appliances 


HE oldest General Electric 
| dealer in Tennessee is Frakes 
Bros., Columbia, which cele- 
brated its 30th anniversary this year. 
When this concern was established in 
1914 it specialized in electric wiring. 
It branched out in later years into gen- 
eral appliance sales and service and 
was one of the first dealers in the na- 
tion to equip an all-electric home, this 
including electric house heating and 
electric water heating as well as an 
electric kitchen. 

The way the company has served its 
city and community during the war 
would rate it an E for excellence if 
such were being awarded appliance 
dealers. First, it sold all the new ap- 
pliances it could get. Then it fixed 
up all the old ones on hand and sold 
them. Since that time it has been up 
to its neck in the job of keeping ap- 
pliances in the hands of its customers 
operating. Being the only all-around 
electric shop in the community the con- 
cern felt deeply its responsibility. It 
is located in the same block with the 
municipal electric utility, which dis- 
tributes TVA power, and works closely 
with it. It located in this 
block since it began business. 


has been 


1942 Hardest Year 


E. H. Frakes, Sr., said that 1942 was 
his hardest year as that was after he 
had sold out of new merchandise and 
before the load of repair work hit him. 
Since that time he has operated a “fix- 
it” shop for every conceivable type of 
appliance, new and old. Some of the 
household servants fixed up ought to 
be in museums, but they were badly 
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needed. The first pressing shortage 
was in electric irons, so that antique 
models were resurrected from attics 
and basements, the prize one being a 
GE model, patented in 1905 and manu- 
factured in 1906. Mr. Frakes traded 
a new iron for this one and is keeping 
it as a souvenir of war days. Ironing 
cords were about as short as the irons 
themselves, so this company got hold 
of enough cord to make hundreds of 
them, using plugs and other fittings 
from worn out cords. 

The company repairs major as well 
as table appliances, in fact its repair 
department is divided into three divis- 
ions one for ranges and refrigerators, 
one for radios and lamps and one for 
small appliances. Many monitor top 
GE refrigerators have been fixed up, 
some of which had been discarded until 
war came on. The refrigeration units 
were sent back to the factory on an 
exchange basis for reconditioned units. 
The range repair business has been 
tremendous as many are in service in 
this TVA territory, where electric 
rates are low. 


Good Service on Parts 


Getting parts for some of this old 
equipment has at times been a head- 
ache. However, Mr. Frakes pins a 
bouquet on parts manufacturers for the 
cooperation they have extended. He 
thinks the reason some dealers have not 
been as successful in getting parts was 
because they were not sufficiently pains- 
taking in giving the manufacturer the 
model, serial number, etc. of the parts 
desired. His assistant, Miss Katherine 
Wilson, is a wizard at this sort of thing. 








She has a whole library of electrical 
manuals, catalogues and yearbooks. 
She avows that if an appliance has a 
name on it she can find the name of the 
manufacturer. The biggest shortage, 
Mr. Frakes said had been in radio tubes 
and batteries. 

In a few extreme cases the Frakes 
shop has made its own parts or else 
adapted them from other parts not ex- 
actly suited for the job in hand. The 
shop is equipped for both electric and 
acetylene welding and has lathes, drill 
presses and other power tools. 

Mr. #rakes has operated a sort of 
school for mechanics. Seven men from 
his shop are now in the service and 
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that includes three sons, one of whom 
is now a captain. Having trained his 
sons to work in the shop he has since 
they went into the service used high 
school boys to good advantage. They 
are trained and work under the direc- 
tion of a shop foreman and with good 
results. 

Such a crash of repair work hit the 
Frakes shop in 1943 and 1944 that he 
had to establish his own priority sys- 
tem on jobs done. First preference 
was given to the repairs of electric 
ranges and refrigerators and restora- 
tion of lighting systems. Next came 
repairs to small appliances, and finally 
radios and minor adjustments such as 
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fixing one light, a door bell, or oiling 
up and adjusting an electric fan. In 
other words essential service was put 
first as far as possible. 


Also in Heating Business 


In its early years Frakes was also in 
the plumbing and heating business. 
This was discontinued in 1930 and then 
the advent of stokers and oil burners 
found it back in the heating business. 
However, it does no piping or duct 
work. One of its greatest activities 
prior to the war was in the sale of elec- 
tric space heaters, and due to its efforts 
a number of houses are so heated in the 
Columbia area. Mr. Frakes expects a 
great expansion in the electric house 





heating field after the war has been 
terminated and he is very much inter- 
ested in the design and manufacture of 
electric heaters. 

“T think our experience proves there 
is a field for an electric specialty house, 
especially one which does electrical con- 
tracting as well as merchandising and 
servicing appliances,” said Mr. Frakes. 
“We have so far successfully weathered 
two wars as wédil as depressions and 
booms. We expect our best business to 
come in the four or five years after the 
war when ‘it will only be necessary to 
have appliances to sell them. We are 


ready for this period and the sooner 
the shooting is over and it begins the 
better we will like it.” 
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OPPOSITE PAGE 
Exterior of place of business of Frakes 
Bros. Electric Appliance Co., 30 year old 
concern of Columbia, Tenn. 


LEFT 
General view in store, showing, left, 
E. H. Frakes, Sr., proprietor, and his 
assistant, Miss Katherine Wilson. 


BELOW 
Another view of store with Mr. Frakes 
looking over some of the appliances 
repaired and waiting for delivery to 
customers, 








ABOVE 


Here Miss Wilson shows a 1905 iron which was brought in for repair and traded for 
as a momento by Mr. Frakes. 


OPPOSITE PAGE 
This is a view in the heavy repair department, which handles refrigerators, ranges 
and water heaters. 


LEFT 
This shows the present organization except for one or two school boys who were 
absent when the picture was taken. Mr. Frakes is at right. 
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Old fingers need warming up on cold mornings, and a circulating heater has 
a thousand and one places it can fit in. 


GENTLEMAN by the name of 
A Modine, some 20 years ago, saw 

that there was no need to heat a 
whole garage if you just wanted to 
keep warm a mechanic who was repair- 
ing automobile axles. So he fashioned 
a jigger that ran steam ‘into pipes like 
a radiator, with a fan behind it. This 
apparattis was attached to the rafters 
and wafted a nice cozy blast of warm 
air down to the necessary spot in the 
‘garage that was to be warmed. 

The circulating electric heater, that 
little device that is so handy for taking 
off the chill in mid-season before the 
furnace is started, has definite after the 
war possibilities. 


Utility Capacity Problem 


For one thing, Kinsey M. Robinson, 
president of the Washington Water 
Power Co., points out, the electric util- 
ity industry will face a gigantic prob- 
lem after the war in finding a market 
for excess generating capacity. “This 
generating capacity has increased more 
than 10 million kilowatts in the last five 
years,” Mr. “And 
when the fighting ends, the utility in- 
dustry will be all dressed up and it will 
behoove it to have some definite place 
to go. 

“Public utilities,” he said, “have in- 
stalled twice as much generating equip- 
ment as federal agencies and if these 
companies can demonstrate they can 
merchandise their surplus power better 


Robinson declares. 
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and faster than any other agency, they 
will be entitled to favorable considera- 
tion in the plans of distribubtion.” 

As the electric iron is a nifty in 
burning up juice, so is the circulating 
heater a rather neat item from the 
utility’s point of view. 

Scant efforts to date have been made 
to push this handy little item which is 
the wintertime equivalent of an electric 
fan. True, perfectly insulated and cen- 
trally heated homes probably do not 
need their services. But the vast bulk 





Cold corners are common in homes and offices. Women chronically wear too 
few clothes in winter and are grateful for warmth supplied electrically. 


of American homes are not centrally 
heated and most of those built up to 
very recently have rooms that are cold 
when the wind blows in the wrong di- 
rection. The circulgting heater is just 
what the doctor ordered when it comes 
to boosting the temperature in a bath- 
room, making it snug about grandma’s 
legs when she runs the sewing machine, 
or putting out a blast of warm air when 
one leaps gaily out of bed in an icy 
bedroom. There never has been, so far 
as this writer knows, an example of the 











In Tennessee they are going in for completely heated electric homes. This four roomer used 
8,953 kw. hrs. in a year at a cost of $48.73. Family's entire electric bill was $119.67. 
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utility putting its shoulder behind a 
window full of circulating heaters, and 
pushing them out on customers with 
an appreciation of what they will do in 
a house. In fact, in 15 years of mean- 
dering around this writer has only seen 
an occasional circulating heater stacked 
about on a dealer’s counter. There has 
never been a window full oi them, 
never has been a big display and it was 
even impossible to get a photograph of 
a big display of them for this article. 
In fact, since they deliver the goods, 
much as Mr. Modine’s device delivered 
the goods, it’s proof that circulating 
heaters will give satisfaction if sales 
pressure is put behind them. 


Tennessee Valley's Experience 


Down in the Tennessee Valley, that 
area that has stirred up so much pub- 
licity, Buford H. Martin reports that 
the growth of electrical heating of 
entire small homes is apparent. As 
early as 1914 homes in the Northwest 
were being heated by means of electric- 
ity and by 1920 there were more than 
2,000 such dwellings in Tacoma. Elec- 
tric home heating spread rather rapidly 
on the west coast, particularly in cen- 
tral California. 

In the Tennessee Valley area use ot 
electricity as the main source of heat in 
homes began about 1935, with the in- 
troduction of low rates for electricity 
which made this form of heating eco- 
nomically feasible. Today there are 
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The majority of America's homes have no central heating, and today many 
families are living in impromptu fashion. That icy moment of getting out of 
bed is made much easier with an electric heater. 


approximately 1,000 electrically heated 
homes in the Valley scattered through- 
out Tennessee and the northern parts 
of Alabama and Mississippi. 
Cleanliness, elimination of fuel stor- 
age and waste removal, quick avail- 
ability for sudden cool spells, use in 
driving off the chill of an early fall 
or late spring evening have proved its 
advantages. Today at least four in- 
vestment builders have expressed their 
intention to build several new all-elec- 
tric homes with electric heating as soon 
as materials again become available. 
The utilities everywhere are interested 
in knowing the amount of current used 
for heating in well insulated houses 
compared with the amount required for 
heating uninsulated houses. They 
would like to know the load character- 


istics of electric house heating and its’ 


effect on the power demands of distrib- 
utors. Also the value of this kind of 
load for revenue. ‘ 

A wide variety of experience has 
been encountered. Room temperatures 
in homes have varied greatly. Irregu- 
lar habits of living, absence from home 
and differences in retiring time often 
have had more influence on the amounts 
of current used than the differences in 
Weather. The application of electricity 
has been almost wholly confined to 
what may be termed small homes. from 
6,000 to 9,000 cu. ft. in size. 

On ten 4-room houses on which data 
Were collected, the average amount of 


current used was found to be 9,300 
kw.-hr. per heating season. Ten 5- 
room houses took an average of 10,200 
kw.-hr. Five 6-room houses averaged 
15,500 kw.-hr. and the same number of 
9-room houses, 17,760 kw.-hr. The 
average for the 30 houses is 1.35 kw.- 
hr. per cu. ft. per season at a cost of 
7.4 mills per cu. ft. on the standard 
TVA residential rate. 

With only a few exceptions, Mr. 
Martin said, the electric heating instal- 
lations in this area employ room heat- 
ers of the radiant-convection type. 
Most of these are automatically con- 
trolled by thermostats built into each 
heater. This method of control pro- 
vides for different temperature levels 
in various parts of the house. From the 
standpoint of the power distributed this 
has the advantage of improving the 
density of the load on the distribution 
system. The cost of these heating sys- 
tems, including heaters, wiring and 
prorated additions to the service and 
metering equipment averaged about $25 
per kw. 

Says Mr. Martin: “It will be unfor- 
tunate indeed if installations of electric 
heating were made in houses unsuited 
to its use. There is a danger that elec- 
tric heating may be installed in old 
houses, or in houses that are not insu- 
lated with results that will prove both 
expensive and disappointing. If this 
were permitted, electric house heating 
would be seriously retarded. 
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This is the way the TVA is laying out homes for electric heating. 


# 


Graph Showing the Average Kilowatt-Hours Used by Months for All 
Purposes in a Group of Six 4 and 5-Room Well-Insulated and Electrically- 
Heated Houses Located on Bobwhite Lane, Knoxville, Tennessee. 


KEY 
@ For heating 


£2) For all other 
uses 





ee 
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On Bob White Lane, Knoxville, Tenn., a group of six 4 and 5-room homes, all well insulated, 
electrically heated, used electricity in this fashion over a yéar.> Look what a hunk of those 
kw. hrs. went for house heating. 
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Servicing 
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Replacing Flapper Valve 
On Compressor Using 


Low Pressure 
Temperature Control 


Customer complaint — Excessive compressor 
running time with short off-cycles. 

Test—Shows leaky flapper valve. 

Corrective Measure—Replace flapper valve. 





Shut off compressor and close discharge valve, lo- 
cated on head of compressor body, by turning stem 
clockwise. 





6 Loosen six bolts from compressor head. 
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Shut off unit and back-seat suction valve by turning 
counter-clockwise. (This closes gauge connection.) 


Remove flare nut and dead head from gauge connec- 
tion on suction valve and attach compound gauge. 


Remove two bolts holding discharge valve to com- 


pressor head. 





Tap compressor head lightly to break gasket seals 


and remove loosened bolts. 
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Start compressor and slowly turn suction valve stem clock. 
wise until the valve is closed. This permits refrigerant to 
be drawn from compressor as will be indicated by a 
gauge reading of not more than '/2 Ib. pressure. 





Lift discharge valve from head and move aside, being 
sure not to kink the connecting refrigerant line. 











Ti 
tight 
nuts, 


3 Remove compressor head, exposing flapper valve 
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clock. 3 Remove defective flapper valve. 10 Install new flapper valve, using new gaskets and complete service operation 


rant to by reversing previous steps. Purge air from system and test for leaks. 
by a 





Adjusting Low Pressure 
Temperature Control 
Switch on Compressor 


Customer complaint—Cabinet too cold. 

Test—Shows $witch out of adjustment. 

Corrective Measure—Readjust switch. (Note: 
For normal operation in a household cabinet using 
SO-2, the gauge should show a cut-out point of 
9 in. vacuum and a cut-in point of 5 Ib. pressure.) 





1 Shut off unit and back-seat suction valve by turning 2 Remove flare nut and dead head from gauge con- 
counter-clockwise. (This closes gauge connection.) nection on suction valve and attach compound gauge. 





le, being 





: — a : a ae 3 

3 Loosen lock nut from adjusting nut on 4 Loosen lock nut from adjustment nut on 5 To obtain warmer temperature, de- 6 Adjust cutting-in point by turning ad- 
switch cutout adjustment. switch cut-in adjustment. crease spring tension of the cutout ad- justing nut counter-clockwise to decrease 

justment by turning adjustment nut counter- the tension of the spring, thereby lowering 

_To complete service operation installation procedure. (Be sure suction  ¢lockwise. Reverse procedure for colder the cutting-in point; turn clockwise to in- 

tighten lock nuts against adjusting valve stem is turned in—clockwise—one temperature. (Note: Always make cutout crease the spring tension, thereby raising 

nuts, remove gauge by reversing gauge complete turn so switch will operate.) adjustment first.) the cutting-in point. 
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Servicing 





Frigidaire Ranges 





Replacing Surface 
Unit Switch on Range 


Model B-60-42 


Customer complaint—Unit would not heat when 
switch was turned to “simmer.” 

Test—Shows switch contacts failed to close. 

Corrective Measure—Replace. switch. 


Disconnect range from electric wall outlet and re- 
move the four surface unit control knobs by pulling 
knobs from switch shafts. 





t 7" 
3 Lift off panel coyer and let hang by the, connecting 4 Remove the four retaining screws that hold control 
wires. panel to the range shell. 


we 
+e — 





cen 


6 Pull out the switch control panel. 7 Remove switch wires that connect to the switch. 
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Remove two retaining screws that hold switch con. 
trol panel cover in place. 


Remove the two retaining screws that hold the switch 
to the switch control panel. 








8 Remove defective switch. 


(Continued on page 37) 
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; | Farm families are mighty intelligent buyers. They set out for town, knowing in advance 


pretty much what they want. FARM JOURNAL, being their favorite magazine, naturally has 
an important part in making up their minds. Its advertising pages are filled with messages 
om about goods and services designed for better farming and better farm living. 


Take advantage for yourself of the powerful in- 
fluence exerted by this largest of all rural mag- 
azines—FARM JOURNAL. More than 2,500,000 
| farmers subscribe to it. More than 10,000,000 farm 
; people read it—and make up their minds by it. 


« These are the products in your line 
advertised in current issues of 
| the FARM JOURNAL. Display them. 


And many of the products they buy, and will buy, 
they’ll get from you if you handle them. Intelli- 
gent selling to this profitable rural market calls 
for information on their preferences—the things 
they’re looking for. 


Of the FIRST FOUR 
ONLY ONE covers 
the rural market 





' 

: ARMCO STEEL MONARCH RANGES 

; BRIGHT STAR FLASHLIGHT NORGE 

BATTERIES PARMAK ELECTRIC FENCER 

switch | DEEPFREEZE PHILCO PRODUCTS 
EVEREADY FLASHLIGHT REPUBLIC STEEL 
BATTERIES SPEED QUEEN ELECTRIC WASHERS 

FRIGIDAIRE U. S. STEEL 
GENERAL ELECTRIC WESTINGHOUSE PRODUCTS 
KELVINATOR ZENITH RADIOS 


Sy === 
= ‘m= ‘3 BN = 
ADA be 


ZIOURNALG 
*° Farmers Hifh 


1 





Saturday Evening Post or Collier’s. 





GRAHAM PATTERSON, Publisher 
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JOURNAL 
ann Farmers Wife 








Successful merchandising is based on facts. Write today and have us tell you how many 
FARM JOURNAL subscribers live in your own county. In 2 counties out of 3, (practically 
all but the metropolitan areas), FARM JOURNAL readers outnumber those of Life, The 


Washington Square, PHILADELPHIA 5 


they’re looking for? 
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For Vacuum Cleaners 





H™: THEY ARE—the finest group of new vacuum cleaners—they’ve been 
of specialty appliance distributors carefully selected both for their geo- 





in America—Premier’s distributors! graphical locations and for their ability 
When Premier production is resumed, to give maximum service. Don’t delay 
these organizations will be ready and _ until too late—get in touch at once with 
waiting to give dealers quick and —_—your Premier distributor and get started 
effective aid in the switchback to sales § mapping out your plans for the future! 
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1. Akron, O. ..... Sacks Electrical 
Supply Co. 
2. Albany, Ga., Ferrell-Wight Co., Inc. 


3. Albany, N. Y. . .. Albany Garage & 
Appliance Distributors, Inc. 


4. Allentown, Pa. ... Luckenbach & 
Johnson, Inc. 


5. Amarillo, Tex., Southwestern Elec- 
trical Appliance Co. 


6. Atlanta, Ga., Brown Distributing Co. 
7. Austin, Tex., Calcasieu Lumber Co. 
8. Baltimore, Md., Jos. M. Zamoiski Co. 


9. Birmingham, Ala... .. Steel City 
Supply Co. 
10. Bluefield, W. Va...... Bluefield 
Supply Co. 


11. Boise, Id. . . Flint Distributing Co. 
12. Brooklyn, N.Y. . E. A. Wildermuth 
13. Buffalo. N. Y.,W.Bergman Co., Inc. 


14. Burlington, Vt........ Vermont 


Appliance Co. 
15. Cambridge, Mass., The Eastern Co. 


16. Camp Hill, Pa. . . Penn Appliance 
Distributors 


17. Casper, Wyo. . . Casper Supply Co. 
18. Charlotte, N. C. . Williamson, Inc. 
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19. Chattanooga, Tenn. . . . Harry W. 
eron, Inc. 
20. Chicago, Ill. .... H. U. Mann Co. 


21. Cincinnati, O.,Ohio Appliances, Inc. 
22. Cleveland, O., Midland Electric Co. 
23. Columbus, O., Ohio Appliances, Inc. 
24. Dallas, Tam. . 020% Radio City 
Distributing Co. 

25. Davenport, Ia., . . A. A. Schneider- 
hahn Co. 

26. Denver, Col. . . Radio & Appliance 
Distributing Co. 

27. Des Moines, Ia. . . A. A. Schneider- 
hahn Co. 

28. El Paso, Tex. .... W. J. Walz Co. 
29. Erie, Pa. . ++ . + Young Bros. 
73. Fargo,N.D..... The Larson Co. 
30. Gettysburg, Pa., M. A. Hartley & Co. 
31. Grand Rapids, Mich. .... Radio 
Equipment Co. 

32. Greenville, N. C..... . Carolina 
Sales Corp. 

33. Hartford, Conn., Wood-Alexander 
& Co. 

34. Honolulu, Hawaii . ... Williams 
Equipment Co., Ltd. 

35. Houston, Tex. . Straus-Bodenheimer 


36. Huntington, W. Va. . . Van Zandt 
Supply Co. 

37. Indianapolis, Ind. . . Radio Equip- 
ment Co., Inc. 

38. Jackson, Miss. . Cabell Electric Co. 
39. Jacksonville, Fla. . Southern Hard- 
ware & Bicycle Co. 

40. Kansas City, Mo....... Jenkins 
41. Los Angeles, Cal. . . . Listenwalter 
& Gough 

42. Louisville, Ky. . . Peaslee-Gaulbert 
. Corp. 

43. Memphis, Tenn. . McGregor’s, Inc. 
44. Miami, Fla. .. McDonald Electric 
.» Inc. 

45. Milwaukee, Wis. . Roth Appliance 
Distributors, Inc. 

46. Minneapolis, Minn., The Roycraft Co. 
47. Monroe, La. . . . . United Electric 
Service Co. 

48. Newburgh, N. Y., Shapiro Sporting 
Goods Co. 


49. New Orleans, La., Walther Bros. Co. 


50. Oklahoma City, Okla. .... Hales- 
Mullaly Co. 


. 
4 


DIVISION 


ELECTRIC VACUUM CLEANER COMPANY, INC. 
CLEVELAND 10, OHIO 





51. Omaha, Neb. .....4.. Sidles Co. 
52. Orlando, Fla., Robertson Supply Co. 
53. Philadelphia, Pa. . . . Elliott-Lewis 
Electrical Co., Inc. 

54. Phoenix, Ariz... . W.G. Walz Co. 
55. Pittsburgh, Pa. . Electric —?—s 
nc. 


56. Portland, Ore. . Sunset Electric Co. 
57. Rapid City, S. D., Casper Supply Co. 


58. Richmond, Va... . Commonwealth 
Sales Corp. 


59. Rochester, N. Y. . . . . O’Donnell- 
Dunigan Co. 


60. Saginaw, Mich., Northern Supply Co. 
61. St. Louis, Mo., Interstate Supply Co. 


62. Salt Lake City, Ut........ Flint 
Distributing Co. 

63. San Antonio, Tex., Southern Equip- 
ment Co. 


64. San Francisco. Cal.,H.R. Basford Co. 
65. Scottsbluff, Neb., Casper Supply Co. 
66. Seattle, Wash. . Sunset Electric Co. 
67. Sioux Falls, S. D., E. J. Gustafson Co. 


68. South Bend, Ind., Radio Equipment 
Co., Inc. 


69. Spokane, Wash., Sunset Electric Co. 
70. Staunton, Va., M. A. Hartley & Co. 
71. Syracuse, N. Y., E. M. O’Donnell Co. 
72. Tampa, Fla. . . Electric Supply Co. 
73. Thief River Falls, Minn. ... . The 


74. White Plains, N.Y.,Behrer-Nason Co. 
75. Wichita, Kan., The Steve Wise Co. 
76. Wilkes-Barre, Pa. . . R. B. Wall Co. 


77. Wilmington, Del. . . Garrett-Miller 
& Co. 
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IN POST-WAR washer selling, capitalize on 
the power in “word-of-mouth” advertising 
— the expressed satisfaction of thousands 
of housewives who bought home washers 
equipped with Eclipse Plastic Agitators 
before the war. 


THEY'VE PROVED these advantages in the 
weekly wash — proved that Eclipse Plastic 
Agitators are easier on the clothes, wash more 
efficiently, without wearing the most delicate 
fabrics. They've told friends how a plastic 
agitator is smoother, easier to handle, simpler 
to clean, durable, and cannot discolor clothes. 


ALL THESE FEATURES of the Eclipse Plastic 
Agitator alone, will be available on your 
post-war home washers. Continuing research 


5151 NORTH THIRTY-SECOND STREET 





SEPTEMBER, 











ECLIPSE Plastic Agitators* 


will help turn prospects into buyers... Quicker! 









at Eclipse is improving the agitators, and 
our increased production facilities make 
Eclipse Agitators available for EVERY 
washer. 


INSIST ON Eclipse Plastic Agitators on yout 
post-war washer line. It’s a good promise of 
greater sales volume and customer satisfaction. 


Fa 





* Pioneered and developed by 
ECLIPSE engineers * ALREADY IN 
USE ON THESE FAMOUS MAKES... 








APEX BARTON BEAM 
BLACKSTONE 
CONLON EASY FAULTLESS 
MAYTAG 


NORGE SPEED QUEEN ZENITH 





Ne 





 Colipse MOULDED PrRopUCTS COMPANY 


* MILWAUKEE 9, WISCONSIN 


Plastic Products and Custom Moulders for All Industry 
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Servicing 


Frigidaire Ranges 


CONTINUED FROM PAGE 32 








of range.) Complete service operations by reversing pre- 
vious steps. 





Replacing The 


any switch position. 
Test—Shows open circuit 
unit. 


Replace wires on terminals of new switch exactly as 


and heating unit assembly. 
they were removed. (See wiring diagram on back ” = . 


Well and Heating Unit 
Assembly in Range 


Model B-60-42 


Customer Complaint—Unit would not heat on 


rmizer 


in thermizer heating 





Corrective Measure—Replace Thermizer well 


1 Remove thermizer cooking utensil by lifting out of 
well. 





to give clearance to termi 





In removing well, it is necessary to tilt to one side Remove three wires from terminal block and white 


nal block. ground wire from bottom of well assembly. Replace 
well assembly with new one and complete service opera- 
tion by reversing previous steps. 








HIS is one of a series of “how to” service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, |941); ranges (August, 1943); 
Maytag washers (April and September, 1942); Knapp-Monarch 
toasters (November, |942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943): wringers (June, 1943); lronrite ironers (April, |943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(Mey, 1943); refrigerators, Type CA (October, 1943); Blackstone 





Previous Service Articles 


ironers (May, |943); wringers (Seotember, 1943); Universal irons (May, 
1943); washers (July, 1943); percolators (October, 1943); toasters | 
(November, 1943); cleaners (April, 1944); ‘ranges (August, 1944); 
Lovell wringers (June, 1943); Hotpoint ranges (June, | 943); Apex 
washers and ironers (July, !943); Easy washers and ironers (August, | 
1943); Chromalox electric range units (September, | 943); Thor wash- 
ers (September, 1943); Norge refrigerators (November, 1943); Bendix 
washers (November, 1943); Gibson refrigerators (December, 1943); 
Telechron clocks (February, 1944); Dexter washers (March and April, 
1944); Motorola radios (March, 1944); ABC washers (April, 1944); 
1900 washers (May, |944); Crosley refrigerators (June, 1944); Auto- 
matic Laundry Queen washers (July, | 944). 
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New GE Service Training 








Previous courses were attended by more than 18,000 service- 
men—the New School will further increase the G-E dealers’ 
lead in the postwar market. 


Your distributor is organizing G-E Service Training meetings 
in your vicinity. He’ll be in touch with you to let you know 
the time and place. Ask him about the “T” Plan and other 
G-E service helps. 


Brand-new material 


Much important new service information will be presented in 
this series of meetings. Among the features will be: 


@ A slide film on washer wringers. The repair procedure for 
the W-1000 wringer will be covered in detail. And a script 
book will enable you to take the story home after viewing 
the film. 





@ A slide film_on the new FEA Refrigerating Unit. The 
major mechanical features and servicing procedure will be 
presented. This is a “must see” picture! Also complete 














Movies, slide films, and expert instructors will give a review of 
major appliance repairs . . . high spots taken from previous 
courses. 








with script book. “T” Plans h 
@ Small appliance shop-repair manual. For the first time, General Electric has left no stone unturned to provide every Yel 
in one manual, detailed shop instruction is made available bit of information needed to make service business profitable. 5 
on irons, coffee makers, toasters, percolators, roasters, The “‘T” Plans are another example of this. These are the 
mixers, and cord sets. home-study courses . . . already taken by more than 4000 ~ 
@ G.E. in the Low-Temperature Field . . . Postwar. You’ll aston tonne) / 2 
get a preview of General Electric’s plans for Home Freezers The first ““T”” Plan covered G-E refrigerators. It was re | 
and other low-temperature equipment. ceived so enthusiastically that it was followed up by a Plan 
; on G-E ranges. General Electric plans to continue this prac- Th 
@ New Refrigerator Operating Manual. This fine new man- tical form of instruction. ; 
ual covering all models is intended for customer distribu- the 
tion. You'll find it an excellent good-will builder. Plus plenty of printed helps a 
Or 


@ Discussion of Postwar business. You’ll find it helpful to 
know of prospects for business after the war . . . and what 
G. E. is doing now that should help in the postwar era. 





@ And many other additional subjects, both new and review, 





crammed full of profitable information. 





PAGE 38 


General Electric has spared no expense to provide complete 
guides for your service work. First, there’s the “PRODUCT 
MAN”’—a monthly service magazine which totalled more 
than 500 pages of valuable service aids in 1943. More than 
4000 dealers get this magazine. Be sure you are a subscriber. 
Price, $1.50 per year. 
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In addition, there’s the new service manual on G-E Scotch- 
Yoke refrigerators. And, of course, there’s the Appliance 
Service Handbook—a 214 page service story on all General 
Electric major appliances. More than 10,000 copies have 
already been distributed. - 


No matter what G-E product you’re interested in, there’s 
service information available. 


An opportunity you can’t afford to miss 


These new G-E Service Training meetings will help you make 
the most of your repair business now and after the war. They 
have been planned to bring you a wealth of service informa- 
tion on many G-E lines. 


The postwar battle for business is bound to be a hard one. 
General Electric is offering you the opportunity to get set for a 
bigger share of the appliance business by training yourself now 


General Electric Appliance and Merchandise Dept., Bridgeport, 
Connecticut. 


TUNE IN: “The G-E All-Girl Orchestra,” Sunday 10 p.m., E.W.T., NBC. 
“The World Today”’ news, every weekday, 6:45 p. m., E.W.T., CPS. 


General Electric is working night and day to speed the attack. 


You can help, too, by buying and holding more War Bonds 
than before. 


Everything Electrical for After-Victory Homes 


GENERAL @ ELECTRIC 
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Here’s the Mayta 
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This is the kind of stamina youll want to sell 
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Oi ALITY has always been a tradition with Maytag. 
From the beginning we've held to the policy that 
Maytags must be as durable and as trouble-free as skill 
and determination can make them. 


That we succeeded is known to every electrical 
dealer and every American housewife. And Maytag’s 
outstanding service in the far-flung theatres of this 
great conflict has added volumes of added testimony 


Photostatic copy will be sent on request 
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to this important basic fact. 

The following letter* is a typical example—and we 
quote it verbatim. 

“To make good in Alaska, you have to be able to 
‘take it, and our Maytag certainly made good in a big 
way. It was used by the men of three different con- 
struction crews and was in almost constant use, day 
and night, except when it was being moved from one 
camp to another. 

“The Maytag always stood right out in the open, 
but it seemed completely impervious to weather. 

“You can imagine that men in a construction gang, 
knowing nothing about washing clothes, wouldn't be 
very easy on a washer. Well, they weren't. They would 
always overload the machine with heavy, dirty clothes, 
and the way the Maytag stood up seemed like a mir- 
acle. I don’t know the exact age of the machine, but 
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I'm sure it was over ten years. Yet neither the Maytag, 
nor the Multi-Motor which powered it, gave the slight- 
est trouble. Even in a country as rugged as Alaska, we 
take off our hats to performance like that.” 

We're happy this Maytag is easing the problems of 
those men who are helping our armed forces win the 
war. We like to think, too, this letter is full of meaning 
to all electrical dealers, for we feel it tells you the kind 
of durable, trouble-free Maytags you will have to sell 
when washing machine production is resumed. 


THE MAYTAG COMPANY, NEWTON, IOWA 







WASHERS 


IRONERS 
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Radio Repairs 


MOVE OUT FRONT 


Repair Department of Norman Van Heuvel at Bruns- 
wick, N. J., Borrows the Sales Floor for the Duration 


N intensified drive on repair 
A wer is a radio dealer’s sound- 

est hedge on the future, accord- 
ing to Norman Van Heuvel who has 
conducted a radio sales and service 
operation in New Brunswick, N. J., for 
21 years. Promptly backing his judg- 
ment that concentration on the repair 
phase of the business would keep the 
concern afloat during a wartime 
drought of radio merchandise for deal- 
ers, Van Heuvel moved his back-room 
service department to the main sales 
floor as soon as dwindling stocks of 
prewar models left big holes in the 
display sections banked along the side 
walls, 

Incidentally, this move immediately 
led to a worthwhile reduction in store 
overhead. When the former repair 
room was closed, the furnace eased up 
appreciably on its fuel oil consumption 


and charges for lighting also dipped 
lower. 


Utilized Available Space 


More important, this move central- 
ized the service department in far 
larger quarters where there was suffic- 
lent space to shelve all repaired sets 
awaiting customer call as well as those 
scheduled for attention in due turn at 
the repair benches. In the course of 
a year a service crew lugs radios many 
a mile on trips between those points. 
Under the present set-up of the depart- 
ment, each trip is cut to a minimum. 

Van Heuvel’s primary purpose in 
shifting benches, tools and test panels 
irom the back room to the display floor 
Was to inject some life into the front of 
the store which appeared pretty dead 
when the service force was at work, 
screened from sight by the dividing 


partition across the store. He soon 
learned the present lay-out offered 
further advantages. 


Customers Cooperate 


Formerly, a serviceman had to trot 
out of the shop whenever a customer 
entered the front door. Now, the cus- 
tomer does all the walking, carrying 
the set to the counter fronting one of 
the benches. And then when he calls 
for his set, several days later, nine 
times out of ten he will search along 
the bank of shelving until he locates it, 
saving the repairman still another 
chore. 

Although nearly tempted on several 
occasions to take a wartime flyer in 
some line not normally included in a 
radio sales and service operation, Van 
Heuvel always drew back before it 
came time to sign on the dotted line. 
As long as his radio set stock held 
out, he barely considered haphazard 
excursions into other sales fields. 
Now, stop-gap merchandising of non- 
allied lines on a temporary basis for 
the duration simply does not appeal at 
all to this dealer. It’s strictly up to 
the repair department to shoulder the 
whole load until radio manufacturers 
again tune up their production lines 
on sets for the general public. 

Before the war, Van Heuvel em- 
ployed three servicemen. Fortunately 
for him, two of them were married, 
had additional dependents, hence were 
passed up by the draft board. Both of 
the latter have been on the payroll for 
more than ten years. A girl, working 
part time, handles the books. 

Since all three men devote their en- 
tire time to the repair department, the 
shop currently is keeping pace with the 
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Formerly used for sectional displays of new table 
models, counter along side wall now holds 150 radios, three- 
quarters of them awaiting customer pick-up and balance 
slated for early servicing at one of repair benches Van Heuvel 
moved from back room to the sales floor. 


BELOW .. . Customer carrys a set to repair bench where Van 
Heuvel quickly inspects it, then gives definite date for its 
He rarely interrupts his repair work more than a few 
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Howard Van Liew, making steady progress at the other repair bench, is in handy 
spot for customer service when Van Huevel is too occupied otherwise. 


demand for service. As an average, 
there usually are 150 or more sets on 
hand, three-quarters of them having 
gone through the mill and the balance 
slated for early attention. One truck 
makes the rounds daily, taking care of 
pick-ups and deliveries of models which 
customers find too heavy to bring to 
the shop themselves. On approxi- 
mately ten per cent of the stops made 
with the truck, satisfactory repairs are 
completed in the home. 

At the peak of the prewar era, the 
total volume of paid repairs—not in- 
cluding service rendered under sales 
guarantees—amounted to $6,795. Last 
year the total was $25,117. On the 
basis of the monthly figures posted so 
far this year, 1944 gross returns should 
exceed $30,000. 

Van Heuvel owns the building, 420 
George St., a short block from the 


liveliest traffic area in the city. The 
display floor, 20 feet wide, is 54 feet 
deep. The room formerly occupied by 
the repair department is 24x40 ft. 


Department For Car Radios 


At the extreme rear of the building is 
another room of about this same size. 
Sliding doors open on an alley leading 
to a side street, making this a conven- 
ient drive-in department for motorists 
desiring installation or repair of car 
radios. Operating in a snug base like 
this, appointments for car radio busi- 
ness can be kept, regardless of weather 
conditions. 

Come the return of normalcy, Van 
Heuvel’s customers undoubtedly will 
find him right there, pitching as hard 
as ever, probably lined up with the 


same manufacturers whose sets he 
pushed in prewar days. I] 
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ANOTHER MILESTONE 
IN THE PROGRESS OF 


TELEVISION 


NEW YORK 


PHILADELPHIA 







Cuan television is here! With the recent dedication of the new Philco 
Relay Transmitter at Mt. Rose, N. J., the first television network is in actual 
operation today, linking Philadelphia, New York and Schenectady. Now 
Philadelphians enjoy clear reception of programs from New York through 
WPTZ, their local Philco television station. Thus a technique is being 
developed that will make television nationwide and will enable millions of 
Americans to witness events that take place thousands of miles away! And 
Philco is in the forefront of developments that will bring television to 


PHILCO 
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your community. 




















' This first television network is an example 
of how Philco research is working to es- 
tablish transmission principles which can 
extend chain television broadcasting from 
coast to coast. At the same time, Philco 
research is improving the clarity, sharpness 
and detail of the television picture. ..so 
that future television sets will have the 
greatest possible sales appeal. Thus in two 
ways... by helping to broaden the market 
for television, and by designing a more 
saleable product for that market... Philco 
leads toward the goal of television as to- 
morrow’s “billion dollar industry”... 
bringing television closer to your com- 
munity avd your business. 


And this is one more item that makes the 
Philco All Year Round program...radio, 
phonographs, television, refrigeration and 
portable air-conditioning ...the most val- 
uable all year ‘round franchise in the 
appliance field. 


x * * 


Radio Hall of Fame Orchestra and Chorus. 
Tune in Sundays, 6 P.M., E.W.T., Blue Network. 


) BACK THE ATTACK—BUY WAR BONDS 
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| WOW PHILCO RESEARCH SPEEDS 
THE SPREAD OF TELEVISION 








WITH PROGRAMS LIKE THESE, 
PHILCO TELEVISION STATION WPTZ 


HAS PIONEERED IN TELEVISION BROADCASTING 


Since 1932, Philco has owned and oper- 
ated its own television station, a rich 


laboratory of research and experience for 
television progress. 


The Philco station has televised football, 
boxing, wrestling and other sports as well 
as mews events direct from the scene 
of action. 


Movies, variety acts, dramatic sketches, 
illustrated news talks and civic programs 
have been televised from the Philco studios. 
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ELECTRICAL WHOLESALERS 


Economical in Distribution 


Appliance distribution 
costs through electrical 
wholesalers and factory 
branches compared. An 
analysis and criticism of 
statements made in Fed- 
eral Trade Commission 
report. A letter to the 
editor. 


By 
L. M. NICHOLS 


N the June, 1944 issue of ELectri- 
] CAL MERCHANDISING, on. pages 27 
to 29, inclusive, were published 
the text and figures which were part 
of the published summary issued by the 
Federal Trade Commission in its re- 
port on Distribution Methods and 
Costs, Part IV, submitted to Congress 
on March 2, 1944. (These figures were 
for the year 1939.) Being a member 
of the Operating Cost Committee of the 
National Electrical Wholesalers Asso- 
ciation, I was naturally interested in 
such matters. 

In the text considerable emphasis is 

laid upon figures for two manufacturers 
who sold direct to retail dealers, who 
were said to have had the lowest aver- 
age costs of distribution. The sum- 
mary then goes on to make the follow- 
ing conclusion :— 
“The cost of these two more efficient 
manufacturers, including provision for 
bad debts, in 1939, based upon the con- 
sumer’s dollar, was 12.64, these manu- 
facturers’ profit 13.33 cents, the aver- 
age retailer’s margin 31.62 cents, mak- 
ing a total margin from manufacturer 
to consumer of 57.59 cents, compared 
with 60.11 cents for all manufacturers. 
In other words, the two more efficient 
manufacturers made average profits of 
13.33 cents compared with the average 
of 4.56 cents for all manufacturers, 
while the consumer benefitted to the 
extent of 2.5 cents per average dollar 
of sales.” 

There are several fallacies in this 
statement. For instance, the low dis- 
tributing cost of the two manufacturers 
in question contained an advertising 
cost of 3.4 cents compared with 5.46 
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COSTS COMPARED 


Comparison of Electrical Wholesalers and Manufacturers’ Sales Branches (with Stocks) for 
Radios and Equipment, Refrigerators and Equipment (household) and “All Other Electrical 
Appliances and Specialties Trades Combined (Figures from U.S. Census of Distribution 1939) 


Percent Operating Expenses to Sales 





Wholesalers (with Stocks) 
All establishments with sales of 


Aver. Sales per Estab. Total Expenses Salaries Only 
Mfrs. Sales Mfrs. Sales Mfrs. Sales 
Electrical Branches Electrical Branches Electrical Branches 


Wholesalers (with Stocks) 





$100,000 or more......... $230,000 $450,000 18.7% 19.8% —— os 
Establishments reporting analysis 

of expenses: 615,000 454,000 17.8 20.8 9.8% 11.2% 

Administrative Expenses... . $5 6.2 2.0* ‘S29 
7" 3.2 
Selling Expenses......... , * 7.0 9.0 3.6 4.0 
Delivery Expenses......... 1.04 1. 
Warehouse Expenses....... - > 8 5 
Occupancy Expenses. . : 
Other Expenses........... 1.6 1.2(x) 1.8(x) 
(x) Includes Delivery and Servicing Salaries. * Executive. ** Office and Clerical. 


Wholesalers (with Stocks) 








cents for fourteen manufacturers selling 
both to wholesalers and retailers, and 
6.67 cents for nine companies selling 
through wholesalers only. It stands to 
reason that with so much less adver- 
tising and sales promotion done by 
these two manufacturers, the type of re- 
tailers to whom they sold would have 
to do a lot more local newspaper adver- 
tising themselves and have a larger 
margin than the average retailer in 
order to cover this expense. In the 
figures given above, the assumption is 
made that the total expense of the 
retailers selling the products of these 
two manufacturers would be the same 
as the average expenses of all retailers, 
and on this assumption the total margin 
from manufacturer to consumer of 
57.59 cents is arrived at. 

The figures for only two manufac- 
turers are far from being representa- 
tive or a fair sample of any specific 
type of distribution. Ordinarily, no 
reliable statistical study is published 
based on any such small sample or un- 
representative cross-section. The low 
distributing cost of these two particu- 
lar manufacturers in comparison with 
manufacturers selling through other 
channels of distribution cannot there- 
fore be made the basis for any such 
conclusions as those quoted above. As 
a matter of fact, the 1939 Census 
figures (covering the same year as the 
Federal Trade Commission figures 
quoted above) give quite a different 
picture as to the cost of distribution 
through electrical wholesalers as com- 
pared with costs through manufactur- 
ers own sales branches with stocks. 
The figures from the 1939 U. S. Census 


of Distribution table 
shown. 

For all establishments with sales of 
$100,000 or more, the expense rate for 
electrical wholesalers is substantially 
less than for manufacturers’ sales 
branches with stocks—18.7% to sales 
against 19.8%, in spite of the fact that 
the average sales per establishment for 
all of the electrical wholesalers tabu- 
lated was considerably less—$230,000 
against $450,000, which would tend to 
make the electrical wholesalers’ percent 
expense to sales higher at least on items 
of fixed expense. 

In the figures for establishments re- 
porting analysis of expenses, obviously 
many of the smaller electrical whole- 
salers did not have accounting records 
from which to make such a report. As 
a result, the average sales of those re- 
porting were $615,000 against average 
sales of $454,000 for manufacutrers’ 
sales branches with stocks. In both 
cases salary expenses account for more 
than half of the total expenses. 

In every group of expenses, the elec- 
trical wholesalers were substantially 
lower than manufacturers’ sales 
branches in percent expense to sales, 
except in the unanalyzed group of 
“other” expenses. 

Under salary expenses, electrical 
wholesalers were lower than manufac- 
turers’ sales branches with stocks in all 
groups of expenses except executive 
(which included salaries of many who 
were principal stockholders against 
lower salarief managers of manufac- 
turers’ sales branches) and warehouse 
salaries, due probably to the fact that 
electrical wholesalers handled a larger 


are given in 


SEPTEMBER, 


number of small value units in supple- 
mentary appliance lines. 

Fundamentally, one reason why elec- 
trical wholesalers of radio and appli- 
ances can operate more economically 
than manufacturers’ sales branches with 
stocks is that they can handle a greater 
variety of lines than a single manufac- 
turer’s limited line or lines. This gives 
an evener year-round volume, with 
fewer acute peaks and valleys. 

The figures on total distribution ex- 
pense for fifty-six electrical whole- 
salers of household electrical appliances 
shown in your article averaged 18.55% 
of sales. While this figure checks fairly 
closely with the U. S. Census figures 
for specialty appliance distributors not 
handling a general line of merchandise 
and electrical supplies, somewhat lower 
distributing costs are shown by the 
latter class of general line wholesalers. 
In a study made by the National Elec- 
trical Wholesalers Association cover- 
ing the year 1940, a year of somewhat 
larger volume, the following expense 
rates for major appliance lines were 
determined :— 


Refrigerators StS 
Ranges and Water Heaters... . 12.72 


ye eee 15.15 
ER SE ee, ef a ee 15.83 
GD eerie es on Be 2 18.87 


In fairness to the electrical whole- 
saling industry and to manufacturers 
whose policy is to distribute through 
wholesalers, facts should be published 
in order to counteract any misleading 
impressions that may have been draw 
from the article which appeared in the 
June, 1944 issue of ELectricat MER 
CHANDISING. 
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AMERICA’S STRENGTH IN WAR AND PEACE—THE RABINERSHIP OF MAN AND WOMAN 





Mh 






































supple- 
ry elec- Painted for McCall’s by Julian E. Levi 
| appli- 
mically 
es with 
greater 
anufac- 
is gives 
with . ‘ rons , : 
Today, as always, the heart of this © McCall’s, the magazine that thinks 
‘ion ex- nation and its strength is the part- the way women think, is a first read- For women without home 
whole nership of man and woman—elo- __ ing interest of one American woman responsibilities there is an- 
pliances quently symbolized by the man _ out of every five. This is no mere other partnership. It is their 
18.55% milling the flour and the woman coincidence but the direct result of proud privilege to stand shoul- 
cs fairly bearing so proudly her freshly MeCall’s ability to understand der to shoulder with our men 
figures baked cake. This difference in skills | women and speak their language. in the Women’s Army Corps! 
tors not between men and women creates a As a consequence, millions of women And thousands of Wacs are 
handise difference in interests and, impor- say with pride and affection, needed now to fill essential 
at lower tantly, in reading interests. “McCall's is my magazine!” army jobs. For a booklet on 
by the Out of these differences the wom- the W AC write to McCall s 
lesalers. en’s magazines were born and they Magazine, Room 716, 230 
al Elec- now fill a place —and perform a Park Ave., New York 17, N. Y. 
1 cover: service—unapproached by any other 
ymewhat magazines published. /) 
expense CG Z 
es were 
11.13% THREE MAGAZINES IN ONE 
12.72 W. 2 | 
15 . . 
1583 YWITH ONE AMERICAN WOMAN OUT OF EVERY FIVE, there is no magazine that can take 
18.87 ’ ° 
the place of McCall’s. And there’s a ve ood reason for this. Through McCall’s researchers 
1 whole- ’ 
Fe “turers + . - . - ° . * e . 
a our trained investigators, we go right into America’s kitchens, gardens, living rooms .. . sit 
through ’ ’ ’ 
blished ‘ ‘ 
se: ding down and talk things over. That is why McCall’s editors always know what women want to 
. wn . . a . . . 
sa rsh know and how they want it presented. It is not surprising then that ideas in McCall's electrical 
eC 
MeEr- . : . : . ‘ . 
- appliance articles walk right of f the printed page into the reader's mind . .. nor that advertisers 
of electrical equipment always find McCall’s readers in an eager, interested frame of mind! 
YISING 
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HERE’S no place in postwar radio merchandising 

for guesswork and “maybe.” And the exhaustive 

customer survey we’ve just had made — it covers 

5,000 radio-homes, scientifically apportioned to 

every stage of the market from top to bottom — should put 
Old Man “Maybe” out of the picture for keeps! 

You'll find this survey a treasure house of merchandising 

information — we did! Every radio dealer will want to con- 

sider the customer’s tremendous insistence on quality in all 


A 66 WORD PREVIEW OF THE POSTWAR 
STROMBERG-CARLSON DEALER FRANCHISE 


We will have—soon after Victory—a fine line of 
Stromberg-Carlson FM and AM radios, phono- 
graph combinations, and television receivers in a 
wide range of prices. 


We will have a policy of distribution planned to 
give every Authorized Dealer a good profit oppor- 


tunity on the Stromberg-Carlson line. 


And the Stromberg-Carlson name will be even more 
widely and more favorably known than ever before. 
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postwar radio, in FM radio, in radio-phonographs, and tele- 
vision equipment. 

Wherever you may be located, and whatever the type of 
your store, you can expect big changes in the distribution of 
radio sales. Changes in the ratios between consoles and table 
models, between radios and radio-phonographs. Changes 
you can anticipate if you’re ready with the right merchan- 
dise! And you will want to know just how television looks 
to the 1945 prospect! 


STROMBERG- 
ee 


CARLSON # 


ROCHESTER 3, NEW YORK 


RADIOS, TELEVISION, TELEPHONES. 
AND SOUND EQUIPMENT 
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Handling, freezing and 
storing of food A-1 top- 
ic with housekeepers. 


r “4 HAT advice and aid in freezing 
and storing food is meeting an 
eager response from the public 

is the discovery of Frigidaire Division 

of General Motors which is today 
actively disseminating literature on the 
subject. 

“The sheaves of letters we receive 
from the public were our tipoff on the 
interest in this subject,” Miss Verna L. 
Miller, Frigidaire home economist, 
told visitors at the recent Chicago 
Home Economics Convention. 


Frigidaire's Eight Points 


A host of circumstances whetted the 
situation. The government tom-tom- 
ing for Victory gardens and the unpre 
dictable distribution of meats has made 
it advisable for every family with an 
electric refrigerator to buy and keep 
as much provender on hand as possible. 
Home canners last fall observed that 
they could freeze and store food in 
about one third the time required for 
canning. Unfortunately, only a small 





Frozen meats should be wrapped in a moisture-vapor proof paper to prevent drying out, says Miss Verna Miller. 


fraction of the population owned home 
freezers or ice cream storage cabinets 
which serve the same purpose. But 
nevertheless, Frigidaire brought out a 
book for these home freezer owners 
calling attention to these eight points: 


1. Freezing will not make good food out of 
bad. 

2. If you grow your own fruits and vege- 
tables for freezing, find out from your state 
department of agriculture what varieties 
freeze best. 

3. Foods of the proper stage of ripeness 
for eating raw or cooking are also fine for 
freezing in general. 

4. Blanching helps to maintain original ap- 
pearance, quality and flavor of products. 
5. Frozen foods will dry out if not properly 
wrapped and packaged. 

6. Liquid containers should never be filled 
more than nine-tenths full of liquid or semi- 
liquid food. 

7. Remember that at zero most foods will 
keep for approximately one year. Pork, but- 
ter and lard should be used in less time. 
8. The cooking of frozen meats, fruits and 
vegetables should take in account the fact 
that they are frozen. 





Wrapped ends of cellophane should be sealed with a hot curling iron or flatiron. 
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The chief flash made by this publicity 
has been to bring about a realization 
that wrapping is very important with 
frozen foods. Many people, have been 
unaware of this point or did not know 
where to obtain effective wrapping 
materials. As a result various make- 
shift methods have been used even 
newspaper. Naturally, there was much 
wondering why the product at the 
time of use was not always as desirable 
as when frozen. For the benefit of 
owners of home freezer units, Frigid- 
aire has been supplying its dealers with 
frozen food packaging kits to enable 
families to prepare their products 
properly. A kit gives the owner 75 
pint boxes, 40 quart boxes, with mois- 
ture-vapor proof cellophane liners. It 
supplies a 100-ft. roll of cellophane, 18 
in. wide, a 50 ft. roll of stockinette, 15 
cellophane 6-lb. bags, ball of twine, a 
set of instructions and inventory record 
book. 

“Women have been considerably 
astonished to discover that wrapping 
up food in any kind of paper is not 


enough to keep it from drying out,” 
Miss Miller told ELtectricaL MERcH- 
ANDISING. “Newspapers are no good 
at all, and even ordinary wax paper 
permits the moisture-vapor to escape. 
A moisture-vapor proof material 
should be used. Satisfactory wrapping 
materials and containers include some 
‘locker papers’ ‘freezer papers’ and 
heavily parafined cartons. Among the 
best of these, is special moisture-vapor 
proof cellophane, even the open ends of 
which should be sealed.” 

To get best results the same care in 
wrapping should be exercised when 
meats are frozen and stored even for 
short periods in the freezing compart- 
ments of home refrigerators. Com- 
mercially frozen food generally has 
this protection when purchased but 
users should be sure to keep packages 
intact until ready to use the food. 

Frigidaire also emphasizes that the 
freezing compartments of present re- 
frigerators were not meant to be put 
to the same use as individual unit home 
freezers. 
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Larger pieces of meat are best tucked away in -stockinette. 
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Which of These 16 Selling Points 


Are Strongest... 


@IF A QUIZ LIKE THIS provides a few minutes of mental exer- 
cise, perhaps it doesn’t really matter how correct your answers are. 













But when making sales or missing them depends on knowing 
which selling points are most effective with which prospects, or on 
knowing which new features will be “musts” in postwar appliances 
—then it’s essential to have a// the answers and to have them right. 

That’s the kind of thinking that sparks Frigidaire’s Customer 


Research Staff, and the important work it is doing for Frigidaire 
Dealers. ' 


Frigidaire Research has proved that there is a fundamental rela- 
tionship between the way a salesman handles the 16 Selling Points 
listed below and the speed and sureness with which he closes a sale. 


Obviously, all these factors are important— but, given a certain 
type of prospect, which ones are the most important? 


Frigidaire Dealers and their salesmen will have the answers 
to this and hundreds of questions like it when they launch their 
post-war selling drives, because they will get the answers in prac- 
tical, usable form—through Frigidaire sales training based solidly 


on Frigidaire Research. , os . : 
6 What size refrigerator is most useful for a farm family? 


What do housewives consider the most important advantage of 


electric cooking? What are the strongest selling arguments for 
electric ranges? 


What is the opinion of typical housewives on table-top ranges 
vs. the “high-oven” type? On table-top vs. standard-height refrig- 
erators? . 


How many families out of every 100 intend to buy a: Home freezer? 
Combination refrigerator and freezer? Conventional refrigerator? 


Just how important is user follow-up, and what method pro- 
duces the most leads for other sales? 


How do refrigerator buyers go about choosing the dealer from 
whom they make their purchase? How can more of these refrig- 


erator prospects be induced to visit the Frigidaire Dealer’s store 
first? 
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For This 


These are only a few of the hundreds of questions on which Frigid- 
aire Dealers will have the answers. Answers to questions of product 
design. Answers to problems of merchandising and selling. Answers 
which are going to mean so much to Frigidaire Dealers as refrigerators, 
ranges, water heaters, air conditioners, and other major appliances come 


back on the market. 


There’s still another aspect to Frigidaire Research. Through contin- 
uing surveys within its own dealer organization, Frigidaire finds the 
answers to innumerable specific questions—answers which not only 
help Frigidaire in planning its production, but also provide invalu- 
able information which may be passed along to a// Frigidaire Deal- 
ers, enabling each individual Frigidaire Dealer to benefit from the experi- 
ence and the thinking of his fellow-dealers! 





More than a Half- Million Individual 
Consumer Research Contacts! 
In the past nine years alone, Frigidaire Research has conducted 77 
major consumer studies—has queried close to 625,000 persons. This 


is besides the information continually being gathered from Frigidaire 
Dealers, for other Frigidaire Dealers! 





Research like this among consumers and dealers is just one of the 
things that make the Frigidaire franchise so valuable. Such research 
has been going on at Frigidaire for years, will continue to have its 
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Prospect? 


profound effect on what Frigidaire dealers sell their customers—on 
how they sell them—on how much they sell them. As a division of 
General Motors, Frigidaire shares in its great tradition of .. . 


“Finding out what people LIKE—and doing MORE of it. 
“Finding out what they DON’T LIKE~—and daing LESS of it.” 


Listen to the 
GENERAL MOTORS SYMPHONY OF THE AIR 
Every Sunday Afternoon, NBC Network 


BUY WAR BONDS FOR VICTORY 
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Long before Pearl Harbor, 
Inconel Sheathed Heating 
Units were severely tested. 
After being brought to 
white heat, this unit was plunged 
into ice water... without im- 





pairing its efficiency, 


“Bugs” spell headaches. 

They add up to production delays, extra service expense 
for you, disappointments for your customers. 

But there won’t be “bugs” in the new electric ranges you'll 
be selling shortly after peace comes. 

Manufacturers have their feet planted squarely on your 
salesroom floor when they say, “Ranges in the immediate 
postwar period won't differ greatly from those of 1942.” 

The ’42 models had customer acceptance. They were long 
past the blueprint and laboratory test stages...they had 
proved satisfactory in thousands of homes. 

To you, those models mean lower selling cost, fewer serv- 
ice problems, faster turnover, more dependable profit. 

As in the past, efficient Inconel Sheathed Heating Units 
will be standard equipment. 

Built to last as long as the range itself, Inconel Units are 
economical in operation. They’re tough and rugged, as the 
pictures on this page show. What’s more, they’re rustproof, 
shock-proof and easy to clean. They heat quickly, evenly 
and with minimum heat loss. 

When the smoke of battle clears, look for Inconel Sheathed 
Heating Units in ranges that meet the housewife’s every 
requirement for quality performance. 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 WALL STREET, NEW YORK 5, N. Y. 


INCONEL 
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Pulled out straight, then twisted and co 
knotted. When plugged in, this unit heated 
as readily as ever. : te 
dt 
ha 
st 
at 
fc 
t al 
tk 
0 
p 
Cc 
fi 
Solidly frozen in a cake of ice. When the 
current was turned on, the unit melted its 
Way Out, was as good as new. 
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A diver took one of the units into deep . 
water. It heated as easily as in open air, was f 
undamaged when returned to the surface. : 
Basic laboratory tests include a 3-minute € 
high-potential of 1350 volts, check for in- 
sulation resistance and wattage, 60-minute ' é 
water bath and further test for grounds. 1 
I 
1 
‘ 
r 
( 





SEPTEMBER, 1944—ELECTRICAL MERCHANDISING 





NG 


— oe 








er Oe a 


Sah ee mem Bt 


ae 


Jobs For The Boys 


when they come back 


The Pacific Coast Electri- 
cal Association surveys 
West Coast electrical 
industry to determine 
post- war employment 
potentials 


By CLOTILDE GRUNSKY 


O as great an extent as any in- 

dustry in the country, the elec- 

trical industry has suffered 
changes due to war conditions. The 
merchandising of electrical appliances 
has practically ceased ; electrical manu- 
facturers are now busy producing war 
equipment; wholesalers are handling 
furniture or household wares of one 
sort or another. Are the boys who 
come back from war—the ones who 
formerly held jobs in the electrical in- 
dustry, plus the larger number of those 
who went into the armed forces 
straight from school but who will be 
attracted by the promise of a big future 
for things electrical after the war— 
are these boys to find jobs waiting for 
them? And will there be a few left 
over for the workers in munitions 
plants and shipyards whose jobs will 
cease to exist when the guns stop 
firing ? 


P.C.E.A. Survey 


In order to find out exactly what the 
situation is on the Pacific Coast so that 
preparations may be made to meet the 
emergency when it comes, the Planning 
Committee of the Pacific Coast Elec- 
trical Association recently made a sur- 
vey of electric utilities, manufacturers, 
wholesalers and contractors in Califor- 
nia, Arizona and Nevada to determine 
postwar employment potentials in each 
classification. Together these firms em- 
ployed 28,218 men and women in peace- 
time. Together they will offer potential 
employment for 8,137 men and women 
as soon as the war is over, even should 
no expansion of activities be antici- 
pated. Of these jobs, 4,546 are ear- 
marked for men and women now in the 
service, in case they desire their former 
Positions again. the remainder are 
available for newcomers and for former 
employees who return to work after 
being employed in war industries. 

There was no intention to slight the 
merchandising field in this survey, but 
it was found practically impossible to 
pin this classification of employers 
down to an expression of postwar 
plans in terms of an estimate of em- 
Ployees required. There are a certain 
number of facts to be taken into con- 
sideration when electrical dealers em- 
ployment possibilities are estimated. 


POSTWAR EMPLOYMENT ANALYSIS FOR THE ELECTRICAL INDUSTRY IN ARIZONA, CALIFORNIA AND NEVADA 


Average 


Employees Number of Employees 
Recalled 


Classification in Armed 


Forces 


Employees 
on Pay Roll from 


1940 Retirement 


Management 29 593 24 


Technical and 286 9 
Professional 


Sales 158 


Clerical and 978 
Routine 


Production, 
Operating and 
Maintenance 


Supervisory 78 
. Skilled 789 


Semi-skilled 1,190 


Non-skilled 1,038 


TOTALS 4,546 


The first of these is the fact that a 
larger number of firms have survived 
the hazards of war conditions than was 
expected. These firms practically all 
of them expect to resume where they 
left off, with even more ambitious plans 
for taking advantage of the postwar 
market. They do not know, however, 
to what extent field selling will be 
necessary and most of them are ap- 
proaching the immediate future cau- 
tiously. As it looks now the pent up 
demand may carry over at least for the 
months required to build up a volume 
of supply from the manufacturers with- 
out the necessity of going out for sales. 
When necessary, they are prepared to 
add salesmen in the field, but for a 
while most of them are going to try 
to get by with store selling. On the 
other hand, it is evident that a large 
number of new dealers will enter the 
picture with a consequent need for both 
store and field help. 


Retail Stores Left Out 


Because the retail store has been 
left out of the picture, except as utili- 
ties and contractors are also merchan- 
disers, the survey shows the greatest 
pent-up need for men in field of pro- 
duction, operation and maintenance. 
The extent to which women have been 
taken on to fill clerical and semi-skilled 
technical positions is clearly shown by 
the accompanying tabulations. 

The data from manufacturers covers 
only those organizations now engaged 
in electrical goods productions, includ- 
ing some which maintain only service 
departments in this part of the country. 
No attempt was made to cover manu- 
facturers now engaged exclusively in 
the making of war products who may 
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Total Now Employed 
Employees 


Total Women 


572 14 
1,344 vie) 


804 112 


yi.) 2,002 2,407 


86 6,619 9,079 


804 4,663 5,789 


515 2,319 3,242 


5,031 24,700 28,625 


engage in the production of electrical 
goods in the postwar era. Although 
rumors are rife in this department, no 
definite statements can now be made. 
The entire electrical manufacturing 
field shows an increase in the number 
employed in production which more 
than offsets the loss in salesmen. It 
is to be expected, of course, that many 
of the women now engaged in factories 
in war employment will go back to 
their homes. 

Nine wholesalers are covered in the 
survey of this group, covering those 
doing the largest proportion of the 
volume in this territory. They show 
a marked decrease in the sales classi- 
fication, with an influx of women in 
skilled and non-skilled operational jobs. 
They expect a growth from 639 em- 
ployees reported in 1940 to an esti- 
mated postwar figure of 828. 

Electrical contractor figures are 
fragmentary and are based on many 
non-controllable factors. Because it is 
impossible to estimate with any accur- 
acy the amount of building construc- 
tion which the postwar era will bring, 
prewar levels have been used. 


Few Return to Old Jobs 


Some experience has already been 
had with returned veterans. So far, 
under the employment market of war- 
time, only a small percentage of them 
have wanted back the jobs they left 
when they went to war. The accepted 
national experience has been verified on 
the Pacific Coast, where one large em- 
ployer at least reports that many waive 
their claim to employment, while of 
those who desire to return, most wish 
some position other than the one they 
held previously. Whether or not this 


Estimated Number of Postwar 


Postwar Estimate Surplus or % of 
Deficit of Employees Employees 
Change 


Men Women Totol 1940-194Xx 


97 x —94 —15.8 


—499 —490 —31.8 


—831 -62 
—909 





attitude will hold under the more com- 
petitive conditions after the war there 
is no way of telling. 

Under Section 8 of the Selective 
Training and Service Act, the consti- 
tutionality of which has recently been 
upheld, the employer is required to 
re-employ ex-service men and women 
who apply for their former positions 
within 40 days after honorable dis- 
charge. Conscientious objectors are 
not eligible for re-employment benefits. 
Veterans must be able to perform the 
duties of the job, but in cases where 
doubt is expressed in regard to this, 
they are entitled to a trial to establish 
their ability to do the work. 


Seniority Rights Hold 


Seniority rights accumulate during 
military service and the re-employment 
right holds valid, even though such re- 
employment involves the discharge of 
an employee who has worked longer 
with the firm than the returning vet- 
eran. Veterans may not be required 
to change place of employment without 
consent and back pay may be claimed 
by veterans who do not obtain their 
former jobs within a reasonable time 
after application. Once re-employed, 
they may not be discharged without 
cause for one year. Cause is to be 
determined by prevalent industry and 
area standards. 

Should the veteran waive the right to 
re-employment, the burden of proof 
will rest upon the employer, who should 
secure tangible evidence of this 
decision. 

The PCEA Planning Committee has 
in mind the possible further survey of 
dealer employment opportunities at 
some later date. 
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Marion Claire, starring in “ Chicago Theatre of the 
Air” over WGN—Mutual, Saturdays, 8-9 P.M.,C.W.T. 


TRAVEL WITH TRAV-LER 


Listen! Her glorious voice ...so clear, so close ...so natural! 


Thanks to the superbly realistic performance of postwar Trav-Ler 


Radios . . . listeners feel they’ ve traveled from armchair to actual 
broadcast... enjoying music in all its original tonal purity. 


Through war work and constant research, Trav-Ler has achieved 
a new measure of clarity and fidelity in both AM and FM radios, 
as well as in electronic record players. 
Future-minded distributors are invited to write regarding 


postwar plans for these Trav-Ler products. 





RADIOS Aarencla 


RECORD PLAYERS 


TRAV-LER KARENOLA RADIO & TELEVISION CORPORATION + 1034 W. VAN BUREN STREET, CHICAGO 7, ILL. 
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Major appliances and big ticket merchan- 
dise will not sell itself. You have to find, 
cultivate, and guide your prospect to a 
decision. Because this takes real salesman- 
ship, there will always be more money to be 











made in this field. 











How 


¥ Make 
Live 
on 24 























hours a day 


The Electrical Dealer Can Sell Big Ticket Merchandise 
—or Fritter His Time on Little Stuff—It's Up to Him. 


ist wrote a book entitled, 

“How to Live on 24 Hours a 
Day.” He pointed out that each of us 
are given so many hours to spend be- 
fore the setting of each day’s sun, and 
the way we squander that time decides 
on everything for us.” 

Within the next few months electri- 
cal ‘dealers will have to choose the 
pathway over which they will travel. 
They are going to be forced to make up 
their minds how they are going to 
spend their time. With the end of the 


A RNOLD BENNETT, the novel- 


war in sight, they will shortly be con- 
fronted with choices that force a de- 
cision. For example, hard to get 
beverage glassware sets—now carried 
to help pay the rent—will shortly be- 
come more abundant. Turkish towels, 
brooms, coffee tables, all the odds and 
ends that electrical dealers have stocked 
up with to make both ends meet during 
the war will become more available. 

The question that confronts the elec- 
trical dealer will be: (1) “Shall I add 
on larger lines of these small items, 
and gradually become a sort of variety 





Dishes and towels are all very well for tiding you through the war, but they will 
waste your time when you can again get big ticket merchandise. 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1944 


store?” (2) “Shall I specialize on the 
big ticket merchandise ?” 

The answer is “Yes” to No. 1 if a 
dealer wants to become a sort of variety 
store, and thinks he can meet the com- 
petition of Woolworth’s, Grant’s and 
other chains. There are some people 
who like self-selling, over the counter 
items that carry a low margin of profit 
and take very little thinking to sell. 

This is where we come to the title of 
this story. How do you want to make 
a living on 24 hours a day? Do you 
want to fiddle it away selling clothes- 
pins, mops, clothes lines, iced tea 
glasses, can openers and the like—or 
do you wish to put this time in making 
big ticket sales—the kind that brings 
in a lot of profit in one swoop? 

When J. J. Nance of Zenith Radio 
talked about the specialty business 
being a jealous mistress he should 
have gone further in his explanation. 
The truth is, a specialty sale takes a 
certain amount of time to build up and 
culminate. You can’t go out and sell 
a $100 item, bing-bing-bing ! 

If you compare an electrical dealer 
with a town’s other merchants, the 
drug store, the grocery, the butcher 
shop, the tailor, and the drygoods store, 
you will see that he stands out because 
he is a specialty salesman. He is one 
of the few merchants in town that sells 
items with big ticket prices on them. 
Big ticket items call for expert selling 
because human nature is such that the 
average mortal will not make a big 
commitment voluntarily. A hundred 


dollars is an awful lot of money to a 
little family living in a 4-room bunga- 
low. They have to be guided, coun- 
seled and encouraged to put their name 
on the dotted line. Very few people on 
the street have $5 in their pants pockets 
at any one time. Financing has to be 
arranged for. The sale of every major 
appliance takes a period of “build up” 
before it can be closed. 

The electrical dealer who chooses to 
spend his time wrapping up tea cups 
is in no position to do any preliminary 
spade work on big stuff. Even if he 
stocks major appliances he will be sur- 
prised at how often he is bypassed on 
sales, despite the fact that they are 
setting right there on the floor. 

Gazing into the crystal ball, we do 
not see the electrical dealers neces- 
sarily tying themselves up to electrical 
appliances alone. Big ticket merchan- 
dise can cover porch swings, mat- 
tresses, oil heaters, space heaters,, 
movie cameras, linoleum and a host of 
other merchandise whose unit of sales 
is large, and which is associated with 
the home, and often sold on time. 

Down at Firestone Tire & Rubber 
not so long ago, an executive who likes 
to be anonymous, said: “The real 
strategy of home specialty selling lies 
in the fact that this is an installment 
business. Your customer, as he comes 
paddling back to meet his monthly pay- 
ments, returns to your store regularly 
and exposes himself to new sales. If, 
before his payments are up on his old 
device, you supply him a new one, 
even on a no money down basis, you 
keep him coming in regularly all year 
round, In fact, he becomes your cus- 
tomer. Since human nature likes the 
idea of partial payments, there is likely 
to be a lot more of it. If you carry a 
line of big ticket items that are associ- 
ated with the home, they will! fit right 
in your customer’s scheme of living 
one after another, and one sale can al- 
most guarantee you more.” 
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Let Hotpoint Help You 
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Keep Customers Happy 


Use Our Service Helps 


OU know how important it is to keep customers’ 
equipment in service during this emergency. The 
operation of Hotpoint major appliances is essential to 
the public welfare. Hotpoint recognizes its responsibil- 


ity and is (1) making every effort to provide functional - 


repair parts when needed, and (2) providing service 
information and help that can be very useful to you. 


As to the use of our service helps, that is up to you. 
They are yours for the asking. Just call or write your 
Hotpoint distributor so you will receive our Service- 
grams, Parts Catalogs and other helps that are available. 
And if you don’t have the free Service Guides shown 
here, be sure-to ask for them. Pocket size, they show 
by cut-away sections and simple explanations how 
to keep your customers’ Hotpoint appliances working 
satisfactorily, through the emergency. 


Teamwork means everything these days. For 
the sake of your business future, we are sure you 
are willing to do your part—and to use any 
help we can furnish. We make our pledge that 
Hotpoint will continue to give real 
meaning to the word “service.” 


Edison General Electric Appliance Company, Inc. 
5620 West Taylor Street, Chicago 44, Illinois 


By us 





ELECTRIC 



























Tee Hotpoint SERVICEGRAM 


FOR SERVICE REPAIRMEN 





SRCOMD QUARTER - 1964 REPHLGERAT OR wer-ao 





SEPTEMBER, 





FOR EXCELLENCE IN 
WAR PRODUCTION 


KITCHENS 
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ONE THING YOU CAN SELL RIGHT NOW: 


Bi ie. Cidlers 








J. B. Carver inspects one of the smaller 
cabinets, large enough to hold four 
10-gallon cans. 


FELLING milk coolers in package 
units is a specialty with Appli- 
ance Sales & Service Co., Nash- 

ville, Tenn. The cabinets come with 
the compressor mounted on top and 
ready to plug in. Scores have been 
sold to date as the dairying industry 
is expanding rapidly in this territory, 
aided by an 8-months grazing season 
and an increasing demand for milk. 


The coolers are also installed and 
serviced. 


Cooperate With Milk Plants 


The proprietors of the concern, B. B. 
Johnson and J. B. Carver, work in 
close cooperation with city milk plants 
and creameries which buy many of the 
machines and in turn place them with 
their farm dairy customers, who pay 
for them on a monthly basis as they 
deliver milk. Dairymen getting the 
cabinets have to obtain a certificate 
from the county rationing board, but 
this is largely a formality as food 
Producers carry the necessary priority. 

The milk coolers, (Wilson Cabinet 
Co.) vary in price from $300 to $1,000 
according to size. The size ranges from 
a cabinet holding two 10-gallon milk 











In Nashville, Tenn., Appliance Sales and 
Service Co. are doing a lively business 
with milk plants and creameries which buy 
the machines and place them with their 
farm dairy customers 














Exterior view of Appliance Sales & Service Co., Nashville, Tenn. 
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B. B. Johnson and J. B. Carver, proprie- 
tors, look over a package milk cooler 
before installing it in a dairy. 


cans to one holding 24 cans. Four and 
eight can sizes are popular. The aver- 
age small dairy with 10 to 20 cows 
will produce 30 to 60 gallons of milk 
per day. The size of the motor varies 
according to the size of the cabinet, be- 
ing 4 hp. for a 4-can cabinet, 4 for an 
8-can cabinet and } hp. for a 10-can 
cabinet. 

While the coolers come as one-piece 
outfits, Mr. Johnson said it was neces- 
sary as a rule to extend the wiring 
in the milk house and install a switch 
box, also open the valve on the refrig- 
eration equipment. Sometimes it is 
also necessary to disassemble some of 
the equipment in order to get it into 
the milk house. The usual installation 
can be made in about 3 hours. 

The temperature switch in these 
coolers is set at 35 degrees so as to 
take the milk down to 35 or 36 degrees. 
The creameries require that the milk 
reach them at a temperature of under 
50 degrees and it has to be cooled below 
this point to allow for the rise during 
transportation. 

The coolers, as installed, are guaran- 
teed for one year. In practice they 


(Continued on page 56) 
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Some day soon you'll be open 
again for unlimited retail business. 
Then—just as you may have 
found in the past—the full Ho- 
bart KitchenAid line of food 
machines will be well worth your 
best sales efforts. The well-re- 
membered models displayed 
here are typical of the already 
designed products you can safely 
plan to sell. 


Full There-Mix Action. Always 
an appealing and exclusive 
KitchenAid feature, THORO- 
MIX ACTION has provided 
the clincher on many sales, It 
is the most thorough to be had. 


Shun. 


How S00n | g' 


Ample, Dependable Power. 
KitchenAid food machines are 
fully powered with sealed-in 
motors capable of handling 
all attachments without power 
adapters. 


Oni 








WHEN will that be? HOW SOON 
will that day come? We can’t be 
any surer than you are of know- 
ing that exactly. We can only 
say that when Hobart facilities 
are released from their wartime 
duties, we'll be back in peace pro- 
duction as quickly as we can with- 
out sacrificing the quality that’s 
always accompanied the Hobart 
KitchenAid name. 


Full Range of Attachments. 
KitchenAid differs from ordi- 
nary food-mixers in the com- 
pleteness of its performance 
Women want these attach 
ments that “do everything.” 





Why Noad want the Kiresento Live 


Why sell a single small “food- 
mixer,” when three separate 
KitchenAids cover the needs of 
households of all sizes? There'll 
be a big market for KitchenAid 





Coffee Mills, too. KitchenAids 
offer full discounts and profit and 
will be advertised aggressively. 
Make plans with your distribu- 
tor now—or write for his name. 


KITCHENAID 


¥, 


The Hobart Manufacturing Co., KitchenAid Division © Troy, Ohio 
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will give carefree operation for several 
years. This concern extends a com- 
plete service on the coolers. Most 
service calls are caused by expansion 
valve failures, Mr. Johnson said. He 
shows owners how to oil their motors 
and instructions which go along with 
the coolers caution the farmer about 
keeping his cabinet clean to prevent 
rust and deterioration. 

“Perhaps the biggest handicap in 
handling a milk cooler business is the 
distance that has to be covered to 
reach the dairies most of which are lo- 
cated several miles out in the country,” 
said Mr. Johnson. “However, we fig- 
ure the next big electrical develop- 
ment will be in the country. While 
out in the country we also service 
other electrical equipment the dairy- 
man or farmer may have including 
walk-in coolers, domestic refrigerators 
and farm freezer units. Dairymen are 
also installing ventilating fans, milking 
machines, electric screens (to kill 
flies) and even air conditioning in their 
milk houses. As they are in essential 
food production they carry a high pri- 
ority for equipment.” 

In order to economize on transporta- 
tion, this concern operates a Cushman 
Auto-Glide, being a motor cycle with 
trailer on which motors, parts and even 


Trunk of B. B. Johnson's car with the arrangement he has for hauling motors and 
compressors in it. 












small cabinets can be hauled. Also Mr, 
Johnson has the trunk of his car braced 
with wood struts, so that compressors 
and motors can be hauled in it with 
ease. With this car and a kit of tools 
he takes care of most service calls, 
A truck trip is required only for the 
delivery of heavy equipment. A high 
school boy operates the motorcycle 
trailer outfit. 


Handle Commercial Refrigeration 


Handling commercial refrigeration 
is the business of this concern. Be- 
sides milk coolers it sells and services 
beverage coolers, walk-in coolers and 
other commercial boxes and carries a 
stock of exchange motors and com- 
pressors. Usually it can get a concern 
with a piece of broken down equip- 
ment going in a matter of minutes 
after arriving on the scene. 

Mr. Johnson said also his concern 
was doing more service work for locker 
storage plants. Several of these are 


now being erected in Tennessee, and 
he predicted the after-war period would 
see tremendous expansion in the food 
processing and refrigeration field. His 
concern expects to play quite a part in 
this development. 
five years ago. 


It was established 
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motor-cycle trailer outfit is also used to transport light equipment. 
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These FACTORY SERVICE PLANS 
will help you build 





— extra business NOW 

‘sors 

7 1. THE EXCHANGE PLAN Covers the most 

calls. commonly used types of G-E fractional-horse- 

high Attract and hold customers power motors. Makes possible immedicte re- 

cycle & placement from G-E field stocks or from your own 
by Using buffer stock. Replacement motors carry the G-E 

= new-motor warranty, except for finish. 

| G-E FACTORY SERVICE PLANS 

= : | 2. SPECIAL REPAIR SERVICE PLAN Provides 

vices For fractio nal-hp motors for factory repair of semi-standard G-E f-hp 

gs : motors not covered by THE EXCHANGE PLAN, 

com- at established prices. Enables you to make quick, 

. O NE sure-fire way to attract and hold trade, to maintain accurate, on-the-spot estimates. Repaired motors 

nutes a steady volume today and to build for the post war period, is a the G-E new-motor warranty, except for 

=e through the dealer-proved G-E Factory Service Plans. If you’re one 

“—_ prepared to repair or replace inoperative motors quickly, eco- 3. REGULAR REPAIR PLAN Covers f-hp mo- 

’ = nomically , and exp ertly you can attract veal ete business © tors not included in either of the other two plans, 

ye your store; you can get your share of this increasing war-time qnsegh witnigialy ad or chaste Obata. 

_ His business. tion is made at the factory, and a cost estimate 

“ty These Factory Service Plans enable you to make repairs and is submitted before work is started. These motors 


replacements on practically any G-E fractional-horsepower 
motor, regardless of the type or make of appliance on which it 
is used. The work is done quickly and reasonably —with conven- 
ience and satisfaction for your customers, and at a profit that you 
know beforehand. But more important, there’s no need for you 
to train repairmen—G.E. does the work. You render the service 
without actually making the repairs. 


Simple, isn’t it? And profitable, too! Ask your distributor to 


' tell you more about these Factory Service Plans—or fill in and 


mail this handy coupon. Start and keep 
service customers coming your way. Gen- 
eral Electric, Schenectady, N. Y. 





also carry the G-E new-motor warranty, except 
for finish. This plan rounds out this G-E service 
and enables you to handle repairs on practically 


any G-E fractional-horsepower motor. 


GENERAL @ ELECTRIC 


MOTORS. tor wat tones 
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OUT OF THE DREAM CLOUDS 


Some Reasons Why— 


The Speed Queen washer and ironer are proven 
products. Every principle, every mechanical fea- 
ture has undergone years and years of testing in 
over a million consumer “laboratories.” 


As a Speed Queen dealer you handle a leading 
line of washers and ironers — with full oppor- 


tunity to handle other leading lines of major appli- 
Comes the proven superiority a oe 
of Speed Queen ... your most Donkin abl siiaidaid ty eaiahiamiendbhie 


profitable post-war plan poche emir seeing Ge eertne reset 


the entire field to service — as well as requiring 
the least service. 





Speed Queen washers and ironers are built by 
laundry equipment specialists whose entire en- 
gineering. manufacturing, and selling energy is 
devoted to the one objective of giving Mrs. 
America the most satisfactory kind of home 
laundry equipment. 


Write for exclusive franchise particulars 


eC 


WRITE to receive the Speed Queen monthly 
“AGITATOR” and keep posted on Speed 
QGueen plans and decelopments. 


BARLOW & SEELIG MFG. CO. RIPON, WIS. 


SR 
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A Wartime 


HOME 
FREEZER 


Here Are The Steps 


} 

| 

| 
| 1 After cutting off the bottom of an old Kelvinator cabinet, as close as 
| possible to the food chamber, then all interior equipment is removed. 


The cabinet next is dropped into frame so that the door of the food 
compartment will be on top. 








i 


ls Ail lt ii lit ta fn ain en 


@ 


5 Tubing is wound along the insides of the cabinet and the control switch 
tube clamped in place. 


ne = 
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An old refrigerator cabinet and 
V4 hp. motor served the purpose 


An old refrigerator cabinet plus a 
Y% hp. refrigerating unit add up to a 
neat frozen foods chest for the home, 
according to Cecil Seger, Service De- 
partment manager at the Cedar Rapids 
office of the Iowa Electric Light and 
Power Co. 

The request by an executive of the 
company for a home freeze unit for his 
personal use didn’t stump Seger for 
ong. These pictures show how he 
solved the problem. “—And without 


difficulty,” he adds. 

“Further,” continues Mr. Seger, 
“there are several features about this 
unit worth noting. The unit chamber 
has ample room for servicing. Ventila- 
tion is provided by metal screens on the 
front-as well as on each end. There are 
no extra gadgets to go sour and I be- 
lieve maintenance will prove to be very 
low. On tests, the cabinet held a tem- 
perature of two degrees above zero, 
Fahrenheit, without any undue strain. 





The assembled frame, ready to receive both the refrigerator cabinet 


and the refrigerating unit. 





Roy Owen, company serviceman, adds to cabinet's original insulation by 
placing glass wool, in blanket form, around sides and bottom. 





The finished product. Painted, trimmed with monel metal strip around 
top edges, and a decalcomania on the front! 
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Coleman Design, Coleman Engineering, Coleman Quality 
Construction and High Heating Efficiency Have Made This 
Floor Furnace The Outstanding Leader In America Today! 





(pn COMPLETE LINE OF COLEMAN HEATING APPLIANCES ) 
TO HELP YOU DOMINATE YOUR HEATING MARKET! 








\—— 
Many Space Heater Floor Furnaces—Gas, Oil, Butane Many Sizes Water Heaters, 20 to 60 Gal. 
Models Choice of Fuels Central Heat Plants Gas, Oil, Butane 


A NEW LINE OF PROVED SALES LEADERS. Before the war, Coleman Floor Furnaces far outsold all 
other makes. One Coleman Oil Heater Model was the largest selling model of its kind in America. After the 
war, there will be a complete new line of Coleman Heating Appliances to take care of the heat needs of any 
home in the mass market. Space Heaters, Floor Furnaces, Central Heat Plants, Water Heaters—Gas, Oil o 


\__ Butane. Write for descriptive Iterature ) 
WATCH FOR THIS ADD 


IN THESE MAGAZINES! (MANY IN 4 COLORS) 











AMERICAN HOME. . . . . «© «© «© « « October PATHFINDER 


rer eet ee eT ee ee September 18 
SATURDAY EVENING POST. ... . September 30 MACFADDEN WOMEN’S GROUP ... . . October 

ont ME a. eo ae ee ee oe" November 14 
AMERICAN MAGAZINE... ... . . October ee se 8 8 Novonte 
ee ee November 11 COUNTRY GENTLEMAN ....... September 
POPULAR MECHANICS ....... September PROGRESSIVE FARMER ......4.-. October 
POPULAR SCIENCE. . . . . ». «= - September HOLLAND’S MAGAZINE . . ...... October 
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America’s Number One Manufacturer of Warm Air Heating Plants Announces 


A NEW KIND OF FURNACE 
DESTINED TO SWEEP AMERICA! 


COSTS LESS!... MORE EFFICIENT!... AMAZINGLY COMPACT! 
ALREADY PROVED IN THOUSANDS OF HOMES! 














IMPORTANT “WARM FLOOR” 
PRINCIPLE keeps floors 
e warm. Floor-level air is 
drawn down into furnace, 
quickly warmed and re- 
turned into the room. 


80% OPEN REGISTER per- 
mits speedy airflow 
throughout the house 


V 


—into every corner. 


AIR-INTAKE CHAMBER per- 
mits floor-level air to flow 
rapidly into heating cham- 
ber—no restricted airflow. 


Se EXCLUSIVE PATENTED 
STREAMLINED BOTTOM 
gives 35% faster warm air- 

flow — more heating capaci- 

ty. Just as streamlining 

makes the plane fly faster, 


NEEDS NO BASEMENT— 
it is set in the floor it- 
self; no ducts needed. 
Powerful warm airflow 
principle gives better 
living comfort. 


BURNS CLEAN AUTO- 
MATIC FUELS! No shovel- 
ing, no work; no ashes, 
no bulky dirty fuel; 
models available for 
gas, oil, butane (gas 
model shown). 


FREE! 


—The “Inside 
Story of Tomor- 
row’s Home 
Heating”, a book 
of solid facts 
about all the dif- 
ferent types of ™ 
heating that will be 
It is one of a whole available— what is most prac- 


group of advanced, but proved, heating tical—and what will do the 





makes air “fly” fast- 
er thru the furnace. 


streamlined design ao 























See How Air Is Warmed, Sterilized, It’s Called A “Floor Furnace” Because It 
And Circulated 3 to 5 times an hour, in Is Set In The Floor. 


an average 5-room house. This is an ex- 





ample of the real, practical Coleman “heat te. Mncelandil. th Cntstaiiien' ainda, best heating job. Let it help 
Z magic” you can have after the war. The chart P ; P he qty, you make practical plans — 

above shows how Coleman “air flow” creates Ing grees. Coleman will bring it to you —write for your copy to 

warm-floor comfort, even distribution of at a much lower price than you may Coleman Lamp & Stove Co., 

heat from floor to ceiling. And, as you see, have paid in the past for less efficient, Wichita 1, Kansas. 

you need no basement, no costly air-ducts, less comfortable heating. Gas, oil, a 





with this advanced kind of heat. models will be available. 


r 18 
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iLECTROMASTER, 








omorrow's electric range may 
follow tradition. It may incorporate radi- 
cal changes. If it is an Electromaster 
range first emphasis will be, as always, 
on efficient, economical, clean cooking. 
Electromaster Model 15-1, shown at 
right, features 6-quart Vita-Miser cook- 
er, extra heavy spun glass oven insula- 
tion, built-in interval timer, and remov- 
able, easily cleaned vent grill. 






CHOOSING 
TOMORROW'S 
ELECTRIC 





Presently engaged in the manufacture 
of war materials, Electromaster is also 


designing improved electric cooking 


equipment for peacetime output. 
Greater visibility of cooking operations, 
accident-proof controls, a more effi- 
cient top working surface, and better il- 
lumination will be made possible by using 
new materials and taking advantage of 


recent engineering developments. 


In certain localities sales territories are available to distributors. 





INC., 


PAGE 62 


1803 EAST ATWATER ST., 
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DETROIT 31, MICHIGAN 











Meeting Chain 
Store Competition 





CONTINUED FROM PAGE 25 cqmmmmmmmcen 


prospect for either repair work or a 
new appliance. If he is smart—and 
to date he has been rather dumb—he 
will give the woman a loaner and if 
the old machine warrants it, sell her a 
new one. Or repair the old one. 

“The downtown chain store is thus 
short circuited entirely out of the 
picture. And, as saturation increases, 
and this occurs in practically every 
instance, you can see where it leaves 
the chain store. 

“Even if chains build up service 
departments, nearness and quickness 
play into the hands of the neighborhood 
set-up. Furthermore, the little dealer 
is better able to handle trade-ins than 
the chains.” 

The angle of service is not a field in 
which the chain is particularly strong. 
David Cahn in his history of the Sears 
Roebuck catalog, “The Good Old 
Days,” brings out how many articles 
have come and gone in Sears merchan- 
dising. Possibly 10,000 items are 
carried by these huge organizations for 
which parts may be needed. Not own- 
ing the factories, sources of supply 
vary with the years. It is physically 
impossible for a chain to give the 
service on its models that an inde- 
pendent manufacturer devoting all his 
time to one line can give. 

Also, the physical angle of service 
is difficult. Service is a made-to-meas- 
ure product. Chains operate a mass 
production system, with everything 
just alike. A dealer with three or four 
service men is the ideal repair organi- 
zation. A chain with dozens of men 
performing service cannot keep them 
pinned down, insure a high degree of 
satisfaction, 

“If you ever find out some way to 
keep repair men from stealing parts, 
we wish you would write about it,” a 
chain store man once told this writer. 


No Income Incentive 


Chain store employes told this writer 
that chains are against them making 
too much money. There was one hot- 
shot who went to town on appliances. 
Right away store executives trimmed 
his deal and cut down his income. It was 
not a freak deal, either. He was simply 
an outstanding performer on the same 
arrangement that other men got. We 
can call to mind a girl who was’a 
wonder selling sewing machines, and 
had this happen to her. 

The independent dealer who realizes 
the more money his commission men 
make the more he does too, and who 
will not try to horn in on them has an 
advantage over the chain in selling. 

By and large the biggest bugaboo 
that independent retailers are scared 
of is the price competition that the 
chains threaten them with. They for- 
get that when one refrigerator manu- 
facturer brought his box within the 
shadow of the chain’s prices, he sucked 
the wind out of the sails of the chain. 
One of the things this writer is surest 
of is that manufacturers are lying 
awake nights figuring out how to keep 

(Continued to page 66) 
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Basic to post-war selling will be the same old pre-war 
requisites — dealers and customers. Until you start 
getting them together, everything else marks time. 
Obviously, the practical way to get going is to start 
first in markets where the most dealers and customers 
are ready to do business with you. 

Topping the list of advantages offered to sales 
managers by the great Chicago territory is the con- 
centration of dealers and customers it packs into a 


GET GOING WITH THE 
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1944 





single compact marketing unit, readily accessible ‘and 


highly responsive. 

Here, where outlets and customers are thickest, 
salesmen and dealers can be sparked and supported 
by powerful advertising, localized thru a single dom- 
inant medium—the Chicago Tribune. 

When you get ready to get going, get going with the 
Chicago Tribune, the newspaper which is first with 
dealers and wholesalers because itis first with readers. 


THE SALES MANAGER’S MEDIUM 
July average net paid total circulation: Daily, Over 970,000—Sunday, Over 1,300,000 


For facts about current ownership of electrical appliances, brand preferences and potential purchasers in the 
Chicago territory, address C. S. Benham, manager, national advertising, Chicago Tribune, Chicago 11, Illinois 
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A G-E Lamp Dealer rings the bell with his 
first Postwar Promotion on G-E Mazda Lamps! 


XAGGERATED? Of course! But 

not as much as you might think. 
Because G-E Mazda Lamps offer all 
these sales advantages: 


1. They help increase store traffic. 


2. They provide a steady, year 'round 
demand. 


3. They have strong public preference. 


4. They pay good profits. 


5. They are durable, dependable, 
non-perishable. 


6. They are nationally advertised. 


Moreover, after the war General Elec- 
tric will again provide a complete 
program of pre-tested window dis- 
plays and sales helps .. . tied-in with 
national magazine advertisements and 
the only full network radio program 
devoted exclusively to lamps and 
lighting. 

Whatever your postwar plans, con- 
sider all the benefits of G-E Mazda 
Lamps— 


Hear the General Electric Radio Programs: “The G-E 
All-Girl Orchestra” Sunday 10 p.m. EWT, NBC; "The 
World Today” news every weekday 6:45 p.m. EWT, CBS 
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You and the “homeless” 6 million! 


@ Sounds like a lot of orphans. 


And they are, in a sense—the 3-million couples 
that have married since Pearl Harbor. It’s anyone’s 
guess as to how many of those twosomes involve a 
husband overseas ...a wife living out of an over- 
night bag as she follows her soldier mate from this 
camp to that... or even, at home, a wife and hus- 
band separated by war jobs in different parts of 
the country. Any way you look at it, this huge group 
of potential homemakers is longing for that spot 
which “there is no place like” and everything that 
goes with it—including electrical appliances. 

To pave your way with these newlyweds, Ham- 
ilton Beach is already at work with advertising that 
centers squarely on a group you'll want to reach 
... wives for whom postwar planning helps to fill 


the void in the anxious days of waiting. 

Another group, potentially profitable to you, is 
made up of women with children under eighteen 
... women to whom a food mixer and vacuum 
cleaner are more necessity than novelty. 

Here, again, Hamilton Beach advertising uses 
space where it counts .. . in two leading magazines, 
75% of whose readers are mothers. 

That’s the kind of market-by-market sales help 
you can expect on a food mixer loaded with exclu- 
sive features and on tank and floor type vacuum 
cleaners that will be second to none. 

And if it’s service help you need, one of the 28 
authorized Hamilton Beach Service Stations listed 
below is ready right now to give you a hand with 
parts or complete repairs. 





Baltimore, Maryland Little Rock, Arkansas 





San Francisco, California 


Roland Electrical Co.....++++ 418-424 E. Pratt St. Treadway Electric Co., Inc..eceseees 206 Scott St. Will M. Aronson Co... ...eeceees 955 Folsom St. 
Boston, Massachusetts los Angeles, California Seattie, Washington 

Electric Motor Service Co...cecesees 151 Pearl St. Electric Lighting Co..... ecccece 216 W. Third St. Electrical Engineering Co......+. 2012 Third Ave. 
Buffalo, New York Mi polis, Mi LS Spokane, Washington 

Dynamo & Motor Exchange, Inc.....41-45 Elm St. Sterling Electric Co... seeeeeees 31-33 S. Fifth St. Maxwell & Franks. ...+seeceeeses 619 First Ave. 
Cedar Rapids, lowa r New York, New York St. Louis, Missouri 

Stalker Electric. ......+s++. 115 Second Ave., S.E. Reading Electric Co., Inc......+++ 200 William St. Brandt Electric Co....seeeeeeeeee++904 Pine St. 


Chicago, Illinois 

Complete-Reading Elec. Co....123 S. Jefferson St. 
Cincinnati, Ohio 

Beresford Electric Co... 2.50545. 334 E. Fifth St. 
Cleveland, Ohio 

Acme Electric Vac. & Washer Service Co....... 

cnccccce MRR OREO RD Cec cces 2123 E. Second St. 
Denver, Colorado 

Midwest Elec. Wiring Co.....323 W. Colfax Ave. 
Detroit, Michigan 


Omaha, Nebraska 


Portland, Oregon 


Salt Lake City, Utah 


Cooley-Van Howe Service Co... .. 6. sseeeees Time & instrument Co.......++ ++222 Dooly Bidg. 
ee rerercceceessees 744 Michigon Theatre Bidg. San Antonio, Texes 
Indianapolis, Indiena Martin Wright Electric Co... ccc ccc ccecceene : 4 
Apex Electric Service Co... ...419 Big-Four Bldg. guint saciid Navarro St. at the Auditorium Div. of Scovill Mfg. Co. 
‘Kansas City, Missouri San Diego, California 
independent Elec. Mchy. Co...300 Southwest Bivd. J. F. Zwiener Electrical Co...... eoveee+229 B St. R a C I N E -- W I Ss ° 
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Vac. Cleaner Standard Service. .2208 Farnam St. 
Philadelphia, Pennsylvania 

Hubbell Electric Co..... 
Pittsburgh, Pennsylvania 

Ferry Electric Service Co........+.127 Fourth Ave. 


ccccee 220-22 S. 11th St. 


Morrison Electric Service. ....0seseceeeeeces 
dapcccocdecsesee 1236 S.W. Washington at 13th 


St. Paul, Minnesota 

Hoeft Electric Co., Inc... +00see000+54 E. Fifth St. 
Washington, D. C. 

Central Armature W orks, Inc.. .625-27 “D” St.N.W. 


HAMILTON 
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Store Competition 
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their retail prices reasonably close to 
the chain figure after the war. There 
will be less umbrella holding in the 
future. 


Momma and Poppa Stores 


Storekeepers who feel that the chain 
store prices are the lowest common 
denominator in American life should 
read that book by Carl Crow, called 
“100,000,000 Customers.” Crow can 
tell you that the irreducible minimum 
of any civilization is not the chain 
store but the mamma and poppa store. 
In age old China, in war torn Europe, 
where the squeeze of competition has 
been put on tightest, it has been the 
mamma and poppa store that has 
survived. 

Anyone who has ever prowled about 
little French shops and seen the 
mamma cooking on the stove that heats 
the store, the kids waiting on trade 
without pay, and the leftovers and the 
rejects being used up by the family 
itself, understands how bookkeeping 
on the cost of doing business can 
scarcely be applied. 

Beside such a family store the chain 
store cost of operating looks like a 
mountain. The epidemic of wholesale 
selling that broke out just before the 
war was an example of how the plug 
can really be pulled. Theoretically 
these family stores should have gone 
broke, but they didn’t. 

Today, all over the country there 
are electrical dealers who have devel- 
oped strongely individual traits that we 
think will enable them to compete suc- 
cessfully with any kind of chain store 
competition in a post war era. 

All of them have been written up in 
the pages of ELectricAL MERCHAN- 
DISING. As a recapitulation, we pre- 
sent a group of photographs that accent 
some of their strong traits, some of 
their individual qualities that can be 
copied by any dealer anywhere—and 
which will prove good insurance 
against the chain store competition to 
come. 








"MRS. SMITH, IF YOU'LL LEND ME YOUR 
CLEANER TODAY, I'LL PUT YOUR CLOTHES 
THROUGH MY WASHER MONDAY.” 
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“IN SILEX WE TRUST” is the rule with people 
who know coffee makers. It’s the coin of the 
realm for quality—the standard against which 
all coffee makers are judged. 


HEADS OR TAILS—YOU WIN! Selling 


coffee makers is a sure thing, when you can 
tell customers “Here it is—a Genuine Silex.” 
“Just as good as Silex’”’ doesn’t ring true any 
more. Too many people already know, Silex 
advertising is telling other millions, that only 
Genuine Silex can make clear, full-flavored 
Silex coffee . . . that only Genuine Silex has the 
patented FLAVOR-GUARD (filter. 


GOOD AS GOLD on your shelves. Silex turn- 
over is another exclusive Silex feature that 
can’t be counterfeited. And remember, featur- 
ing Silex adds to your reputation for carrying 
the top brand in every line. 


THE SILEX COMPANY - HARTFORD I, CONN. - Creators 
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COIN MONEY with Silex postwar develop- 
ments. Not only important coffee maker im- 
provements. But sensationally new items— 
like the Silex automatic electric steam iron. 


GOLDEN GIRL. Meet Sally Silex. Your cus- 
tomers are meeting her—in the biggest national 
advertising campaign in coffee maker history. 

In 1944 her friendly smile appears in 

some 180,000,000 magazine copies. 

And each time, she tells folks about 

the mouth-watering goodness of 

Silex-brewed coffee. And each time, 

in her pleasant, intimate way, Sally 

reminds people that ‘‘Only a genuine 

Silex can make Silex coffee!’’ 


€x 


TRADE MARK REGISTERED U. 5. PAT. OFF. 


of the Glass Coffee Maker Industr 
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There’ Ss GOLD 


in Horton’ s 





With three years of war certain—probably much 
more before housewives can again buy to their 
hearts’ content—and an average of 1,700,000 mar- 
riages yearly, you will soon have an untapped 

market of over 6,000,000 housewives—all new 
prospects for Horton’s sensational post-war Do-All 
Ironers and Washing Machines. 


Pre-war pioneering in the young housewife market 
proved to Horton engineers which ironer features 
are most acceptable, most in demand. These fea- 
tures are built into the post-war Horton Do-All. 


Here is a saleable product for a hungry market— 





huge profits for Horton dealers. Write today for 
further information. 





Nk 
\ ad 
e\s * ITRONER 

HORTON MANUFACTURING COMPANY - FORT WAYNE, INDIANA 
MFRS. OF AMERICA’S FINEST WOME LAUNDRY EQUIPMENT SINCE 
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West Coast Builder 
Looks at Prefabrication 


HAT prefrabrication after the war 

will be confined for the most part 
to specific items in the home which will 
be absorbed in a local building program 
is the opinion expressed by Ross 
Chamberlain of Bohannon and Cham- 
berlain, largest building contractors 
of the San Francisco Bay area. This 
firm before the war did some specula- 
tive building and more contract con- 
struction of better class homes in re- 
stricted residence districts. They were 
responsible for the development of a 
number of residence tracts. 

The war turned them toward war 
project housing and they have already 
completed some 3,000 homes of this 
type. At the present time they are 
developing a tract of houses 1,300 in 
a district south of Oakland, California, 
known as San Lorenzo. The firm has 
always been electrically minded and 
its present construction program calls 
for as complete wiring and outlet facil- 
ities as wartime regulations will per- 
mit. In a house of 1,000 sq.-ft. floor 
space, there are 35 outlets provided for. 
This is far greater than the average 
home for war workers boasts. 

After the war the firm expects to 
return to the general building field, 
again doing contract construction 
work, as well as some speculative build- 
ing. They will probably continue to 
develop restricted residence tracts in 
the San Francisco Bay area. 


Post-War Homes 


Mr. Chamberlain expects that the 
home he constructs after the war will 
contain all the conveniences which may 
be developed by that time. He believes 
in adequate wiring and in selling a 
home ready for occupancy, with appli- 
ances installed in the kitchen, just as 
fixtures are provided in the bathroom. 
There will undoubtedly be many ad- 
vances in prefabricated units which it 
will prove economical to incorporate in 
such building, but he does not believe 
that prefabricated homes as such will 
play any important role in‘the postwar 
picture. Local building ordinances and 
standards are too divergent to make 
this practicable, for one thing, and 
home builders’ tastes are also varied. 
So diverse are the ordinances under 
which building must be done that it is 
difficult for a construction firm to 
operate over any wide area where mass 
methods cannot be employed because of 
differing regulations. It is for this 
reason that the Bohannon-Chamberlain 
organization has confined its activities 
to construction within the immediate 
vicinity of San Francisco and its adja- 
cent communities. Such differences 
would make any manufacture of houses 
on a national scale an almost impossible 
task. 

The Bohannon-Chamberlain projects 
are handled as community affairs— 
with purchases of appliances and mate- 
rials made through local channels so 
far as possible and with dealer and 
wholesaler rights maintained. If the . 
pattern which they set is characteristic 
of the postwar building situation else- 
where in the country, there is no need 
to fear prefabrication as a menace to 
those factors handling the local sale of 
appliances. 
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ELECTRICAL 


on Lhpendabilily 


IN ANY EMERGENCY 
THEY RELY ON 


RAYTHEON 


In a busy industrial city like Fort Wayne, Indiana, it is 
necessary that any interruption in electric service be 
remedied immediately. INDIANA SERVICE CORPORA. 
TION which supplies electric light and power to Fort 
Wayne’s war plants, has found that two-way radio between 
the dispatcher’s office and service, patrol and repair trucks 
assures the quickest and most reliable means of commu- 
nication in any emergency. To assure even greater re- 
liability, this electronic communication system is equipped 
with RAYTHEON high fidelity tubes. 


That “Plus-Extra” quality that proved RAYTHEON the 
best tube in the past, will be enhanced with all the knowl- 
edge that is being gained from manufacturing advanced 
electronic equipment for the war effort. This wartime 





All Four Raytheon Divisions Have Been 
Awarded Army-Navy °'E’’ Plus Stars 


RAYTHEON 
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experience will doubly guarantee that you will be able to 
offer your customers the best engineered and precision- 
made elctronic tubes for all applications. In the mean- 
time, RAYTHEON will continue to supply you with all the 
MR tubes that WPB allows, for you to pass on to those 
who need them most. 


Raytheon Manufacturing Company 
RADIO RECEIVING TUBE DIVISION 
Newton, Massachusetts ¢ Los Angeles « New York « Chicago « Atlanta 





RADIO AND ELECTRONIC TUBES 


DEVOTED TO RESEARCH AND MANUFACTURE OF TUBES FOR THE NEW ERA OF ELECTRONICS 
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When unrestricted production for civil- | 


ian requirements is resumed, American 
Beauty electric flat irons will again be 
available in many of the better stores 


everywhere. 


The name American Beauty has long 
been accepted as a symbol of quality 
on an electric heating device. In the 
years to come this acceptance will be 
sustained through adherence to those 


high standards of construction and 


design that have been maintained dur-| 


ing the past half-century. 


DihitaaCeilimiteihie 


AMERICAN ELECTRICAL HEATER COMPANY 
Detroit.2.Michigan 
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Cash for the Seller 





drastically curtailed. On the other 
hand, it is far cheaper to acquire a 
house under a 25-year payment plan 
|than it is to pay rent—which is often 
| the only alternative. Quality of the 
| equipment installed, too, has a consider- 
able bearing on operating costs of the 
home. Expensive equipment that may 
be acquired on a short-term basis may 
| reduce operating costs more than it 
| increases amortization costs. 





Buying Complete Package 


Mrs, Jones, after all, is not buying a 
| refrigerator or a range or a washing 
| machine. - She is buying a house—a 
|complete package—in which those 
| items of operating equipment are part 
and parcel in the same way that the 
roof, the furnace or the water heater 
are. And the nub of the thing is that 
her monthly payments for that com- 
plete package are small. Presuming an 
addition of $500 to the mortgage for 
electrical operating equipment, the 
added monthly payment under 
year, +4 percent FHA mortgage is 
only $2.98 (fire insurance and realty 
tax not included). Under a 20-year, 
44 percent FHA-insured loan, the addi- 
|tion to her monthly payment is $3.37. 
And we repeat, this type of financing 
is not confined to FHA-insured 
| mortgages, but to those financed by 
banks, savings and loan associations 
and other types of lending institutions, 
| depending on local custom and fixture 
| law. 

It has also been objected that this 
Complete Home Program will have an 
effect on the credit stretch of replace- 
ment appliance sales. Here again we 
|can only point out that when lighting 
fixtures, linoleum or water heaters are 

| installed in new homes, these items are 
financed on a 20 to 25 year basis. When 
they are replaced, they are usually 
bought for cash, or on credit terms up 
to three years. There is evidence of a 
trend toward financing replacement 
sales to home owners, if part of a gen- 
eral modernization program, financed 
under the realty mortgage. 


a 25- 


The Dealer's Opportunity 


| In connection with the Complete 
|Home Program, we have already 
| pointed out (“The Dealer’s Stake in 
Post-War Home Building,” July, 1944 
issue) that pre-war home building was 
essentially a small-scale operation. 
| Nearly 75 percent of contractor-build- 
ers constructed only one house a year; 
95 percent built less than ten houses 
each a year. Little more than 50 per- 
cent of the houses were “speculatively” 
built;' the remainder were “owner 
built houses which provide a natural 
market for the appliance retailer, deal- 
ing directly with the home owner. In 
other words, a large proportion of 
the estimated 1,000,000 home a year 
market which post-war will bring is a 
“natural” for development by the re- 
tailer of appliances. Only the mass 
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builders, operating in large metropoli- 
tan areas, will require special treatment 
from the manufacturer or the distrib- 
utor. 

There are other aspects of this sell- 
ing a complete home package, however, 
that deserve careful consideration from 
the retailer interested in getting more 
than a nominal share of appliance busi- 
ness. The most important, perhaps, is 
the cultivation on the dealer’s part of 
the various lending institutions who 
will play a leading part in underwriting 
electrical equipment on home mortg- 
ages. In his own bailiwick, the appli- 
ance retailer is an authority on types, 
models and quality of electrical appli- 
ances. The mortgage lender to be 
properly guided, needs this knowledge. 
In addition, he is just as anxious to in- 
crease his business—the lending of 
money—as the retailer of appliances. 
This is proven by the fact, quoted 
above, that the U.S. Savings and Loan 
League proposed new financing plan 
provides for additional advances for 
repairs, equipment, modernization and 
other purposes without the necessity of 
expense or refinancing. This means 
that there will be a great volume of 
appliance replacement, kitchen modern- 
ization, etc. business done through the 
mortgage lender in existing homes—a 
business which the appliance retailer is 
in the best position to capitalize upon. 
Other institutions—banks and insur- 
ance companies—are rapidly liberaliz- 
ing their mortgage business, depending 
on local custom, to include operating 
equipment in the financing oi the home. 
In those few states which do not permit 
loans on household equipment. they are 
working to have the laws liberalized. 


The G. |. Bill of Rights 


Architectural Forum also points out 
that the G. I. Bill of Rights provides 
two plans for insuring housing loans 
to returning war veterans. In one plan 
the bill guarantees payments up to 50 
percent, but not more than $2,000 of 
any housing loan made by a private 
lending institution and approved by the 
Veteran’s Administration. Under this 
plan, it is anticipated that mortgagees 
will lend up, to the full purchase price 
or cost of the property to the veteran. 
Under the second plan, the bill guar- 
antees down payment loans amounting 
to not more than $2,000, or more than 
20 percent of the purchase price of the 
home. This plan contemplates two 
separate loans. The principal loan, 
made under the usual mortgage ar- 
rangements, must be approved by a 
federal agency. The second loan pro- 
vides the veteran with all the down pay- 
ment or any part thereof needed to 
qualify for the first loan. 

In other words, many states will 
permit returning veterans to buy or 
build a completely equipped house with 
mortgage funds insured by the govern- 
ment. Appliance retailers will there- 
fore be in a position to share in the 
benefits of a sixteen to twenty billion 
dollar spending potential. 
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Get in touch now with your near-by 

Westinghouse distributor for com- 

plete details about a postwar fran- 

chise on this complete and competitive 
line of electric appliances. 


Westinghouse epee 


Sunday 2:30 
E. W. T., N. B.C. : 
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Build Dealer Strength 
Zenith Warns Distributors 


Zenith Radio Corp.’s program of 
future expansion in the sale of house- 
hold radio has now reached the point 
where it is time for distributors to 
begin active work on adding strength 
to Zenith’s already aggressive dealer 
organization, H. C. Bonfig, vice presi- 
dent in charge of household radio, 
told a group of Zenith distributors in 
Philadelphia recently. 

“Although our mailing list correc- 
tions indicate a dealer mortality of 
only three per cent since the shut 
down of civilian production, a record of 
which we are very proud, neither you 
distributors nor the factory organiza- 
tion has been able to keep up an active 
program of field contacting during 
these war years,” said Bonfig. “Now 
that the end is in sight, although it 
is months, perhaps even years, away, 
it is time to begin planning details of 
our future operations in the field.” 

Bonfig said that, while there were 
a great many questions to which no- 
body has the answer today, Zenith has 
already decided on a number of funda- 
mental policies. 

“First,” he said “Zenith is com- 
mitted to a policy of remaining in 
the radionics field exclusively. We 
are not going to diversify into other 
fields, such as, refrigerators, washing 
machines, air conditioners, vacuum 
cleaners, etc. These fields, we feel, 
are ably handled by specialists. We 
believe that the field of radionics is 
sufficiently large to hold and to occupy 
the entire attention of our organization, 
and by confining out efforts to the line 
of business we know, we will render 
infinitely better service to our dis- 
tributors, to our dealers, and to the 
public. . 

“Zenith intends to continue its 
Policy of distributing its merchandise 
through independent distributors and 
dealers.” 

The Philadelphia conference was the 
uth in a series of round table discus- 
Sions which began in Chicago on July 

Mr. Bonfig, accompanied by Edgar 
G. Herrmann, assistant vice president 
and director of advertising, and by E. 
R Taylor, manager of Zenith’s sales 
Planning division, had similar meetings 
in Cleveland, Boston and New York 
on July 12, July 13, and July 14. 


Resumption Problems Discussed 
At Chicago Washer Meeting 


Association Urges Members 
To Check With Suppliers 
And Be Ready For Early 
Go-Ahead 


The answer to when and where we 
are going to have washers and ironers 
to sell was not forthcoming at the 
August 9 meeting of the American 
Washer and Ironer Manufacturers’ 
Association at Chicago’s Edgewater 
Beach Hotel, but members frankly re- 
vealed the “Pull devil, pull baker” 
episodes that were going on in Wash- 
ington, 


See January Production 


Best guess—That washers and iron- 
ers may possibly be made by January, 
1945, This impression was not gleaned 
from the platform, but by buzzing 
manufacturers. 

Some of the difficulties encountered 
may be had from the following melange 
of opinion, gathered from odds-and- 
ends sources. Said Judd S. Sayre of 
Bendix: “There are likely to be three 
phases of preparation. 1. Placing 
orders for machine tools for washer 
manufacturer, as authorized by WPB 
July 29. 2. Taking advantage of WPB 
order of July 2 which permits experi- 
mental models, if desired. 3. Making 
checks with suppliers to learn when 
and how they can accommodate.” 

Common opinion: It looks as if the 
independent manufacturer can go into 
production when his plant is cleared of 
war orders. As to fractional horse- 
power motors, a present bottleneck, 
with a 25 percent cutback in plane pro- 
duction, there will be freed or given a 
capacity for civilians motors as ex- 
isted in peace time. 

Because washers are among the first 
half dozen items needed by consumers, 
it would seem that a few .could be 
manufactured ahead of the fall of 
Germany. It appears that washers 
can be turned out within 90 days after 
the time that all components are ready. 
The time of each firm starting depends 
upon its war contract situation, 

It is not possible to clear all plants 


‘ 
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and suppliers for an even start. Even 
D. M. Nelson, head of WPB, said 
that an even start in all industries 
might be against the public interest, 
and would be physically impossible. 
However, the interval between the first 
and last manufacturer resuming pro- 
duction will not be too long. 

With regard to newcomers in the 
washer industry, the WPB places no 
ban on them as such. However, if criti- 
cal materials are in a short supply the 
War Production Board would make a 
fair distribution of the existing supply 
with older firms, which would not be 
shared with new manufacturers. 


OPA on Pricing 


As to pricing, the Office of Price 
Administration appeared to have no 
policy for transition. The OPA wants 
to know the minimum prices the indus- 
try can operate on, and desired data on 
cost increases. There seems to be 





LAUNDRY TROUBLES DISAPPEARED 
for these Gl's at Army Air Base in 
Columbia, S. C., after Cpl. Ralph T. 
Jares (right) of Cleveland sold the home 
folks on sending along a washer. L tor: 
Sgt. Thomas K. Richards, Ellenville, N. Y.; 
S/ Sgt. Robt. W. Shull, Toledo; and 
T/Sgt. Geo. A. Walter, Fort Worth. 


difficulty in making Washington under- 
stand that a small number of washers 
cost more to produce than a normal 
run. OPA airily feels that the period 
of short quotas will not last long, and 
suggested that expense might be cut by 
taking off chrome trims. On the other 
hand, the unwillingness of labor to 
give up wartime wage gains was some- 
thing else again. 

If the industry could reconvert now 
with a cushion of war earnings to ab- 
sorb costs, it would be easier, say 
manufacturers, thinking out loud. OPA 
thinks that washers could now be sold 
without any sales costs, and this sav- 
ing could be tossed in the pot. Washer 
men disagree with this and to a man 
the industry feels that it must start 
building its sales department and at 
once. 

As the matter stands the washer in- 
dustry is requesting an audience with 
OPA to develop a pricing formula. 
Manufacturers are urged to assemble 
costs and data from their suppliers. 


The Soap Problem 


That the washer industry is hard at 
work studying what happens to soap 
and rinsing processes was reported by 
P. Eduard Geldhof of the Nineteen 
Hundred Corp. There are now four 
laboratories fully manned and two 
more are coming. A soil cloth for 
washing tests has been developed, also 
a soiling machine, and a standard test 
washer evolved. Two machines must be 
used in testing, and this set-up reduces 
the number of variables. A reflecto- 
meter for checking whiteness of gar- 
ments has been accepted, and the 
future may see new design as the 
result of laboratory experiment. 


Post-War Markets 


More data on the post-war market 
was presented by B. J. Hank of the 
Conlon Corp. The shift of population, 
the likelihood of depression, the move 
to the country, what the government is 
likely to do with its war plants and 
military surplus have all been consid- 
ered, and in conclusion Mr. Hank 
again repeated, “to what extent the 
government will be in business and in 
competition with business will deter- 
mine future. course of national income 
and therefore sales rather than the 
plans or efforts of individuals or 
companies.” 
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IT WILL PAY YOU TO DECIDE THIS 
QUESTION NOW INSTEAD OF LATER 


If you plan to sell oil-heating equipment after 
the war, here’s something to consider. You prob- 
ably will either sell the nationally distributed and 
nationally accepted line of H. C. Little oil-burn- 
ing units, or else will have to sell in competition 
against them. Present H. C. Little dealers tell us 
the odds favor the H. C. Little franchise holder. 
Here’s why. 

The great majority of American home owners 
who want automatic oil heat have small homes 
and need a unit which burns less than three 
quarts of oil per hour. Since pressure type oil- 
burning equipment is not satisfactory in these 
small capacities, the demand will be for vapor- 
izing type oil-burning units .. . AND 


H. C. LITTLE ceaps tHE FieLD 


WITH THE ONLY AUTOMATIC VAPORIZING 
TYPE OIL BURNER EMPLOYING ELECTRIC 
IGNITION, For Conversion Burners, Furnaces, 
Space Heaters, Etc. 





That is why, after the war, H. C. Little dealers 
will again have the competitive advantage — be 
selling what more than 75% of all home owners 
want — heating equipment designed especially for 
the typical 5- to 6-room house. These H. C. Little 
units: oil-burning floor furnaces, wall furnaces, 
console heaters, hot water heaters and small 
winter air conditioning furnaces, will be easy to 
sell, but mighty tough competition to sell against. 
Since you'll most likely be doing one or the other, 
why not investigate the idea thoroughly NOW. 


Dhile fer 


a copy of “How to 
Get Real Profits in 
Postwar Heating,” 
with our compli- 
ments. 


H.C. LITTLE 


Burner Co. 
SAN RAFAEL, CALIF. 


Branches in Principal Cities 
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President John Wicht (G-E) of the 
Washer-lroner Association with (left) 
W. Neal Gallagher (Automatic Laundry 
Queen), secretary-treasurer. Behind Mr. 
Gallagher are partly perceptible Earl 
Patch, Crowley & Co. and Fred Dechant, 
American Rolling Mill. 


Two of the industry's deep thinkers: 
Louis C. Upton of 1900 and Oscar Lenna 
of Blaskstone took a prominent part in 
the discussions of the asociation meeting. 


To the left H. K. Lyons, asst. to Judd 
Sayres of Bendix, is photographed with 
a great husband and wife team: Edwina 
Nolan and her husband, Walter J. Daily 
both of Bendix. 
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William Shaw, publicity generalissimo, gets a round of applause from Jacques Schuler 
and Walter Kauffman of Lovell, Homer Reeve of Easy, Fred Maytag II, Ed Benson, 


Easy and Walter Voss of Voss Bros. 
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Henry Altorfer of ABC was there. He 
is listening to grizzled, curly haired vet. 
eran Leo Shea. Much of the discussion 
centered on reconversion to peacetime 
production. 





The gorgeous white linen suit of Roy 
Bradt of Maytag was the cynosure of 
all eyes, and its coolness the envy of the 
coatless sweating throng. Listening to 
Roy is Terry Craig of Mullins. 





Ed Oehler of Briggs & Stratton wears 
glasses this trip, and is having a word 
with I. N. (Newt) Merritt of Conlon 
about the future of the washer business. 











































tA 
- 


promine 
stant eff 
patrons 

Top q 
now beti 
to qualit 
go an e 
standing 
to make 
chise a 


Natio 


Unparses anuthing \ have land: 


“Beyond any shadow of a doubt, my PHILHARMONIC sur- 
passes anything I have heard, in regard to tone quality, reli- 
| ability, design and all around simplicity of operation. If a 
better radio-phonograph has been made, I have yet to see it.” 


—Davip Hatt, author of The Record Book, 
monumental record-collector’s reference book 


EAR-MARKED by Top Record Authority for 


HE unsolicited endorsement of the 
nessa Radio-Phonograph by 
prominent music and record critics... the in- 
stant effect of its purity of tone and range on your 
patrons . . . these will assure profitable sales. 

Top quality representation in your community ts 
now being planned. Distribution will be limited 
to quality music and radio dealers. To them, will 
go an exceptional product of proven and out- 
standing quality, and a practical postwar program 
tomake the PHILHARMONIC exclusive fran- 


chise a truly enviable one. 


National advertising in leading publications 


is creating an enormous back-log of desire for 
the PHILHARMONIC. Appearing continu- 
ously in outstanding media, it will be coupled 
with elaborate promotional material for your 
own distribution. Our highly trained represen- 
tatives, too, will be available for the instruction 
of those who serve your patrons. 

A PHILHARMONIC representative will visit 
you shortly to discuss our postwar plans, and ex- 


clusive franchise distribution. 


PHILHARMONIC RADIO CORPORATION 
522 East Seventy-Second Street, New York 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1944 


“To the most critical ears in your community”... this rs the : 
selective audience which PHILHARMONIC is addressing 
in a distinctive advertising campaign. It is appearing 
month after month in the nation’s leading newspapers, 
magazines and concert programs everywhere. 


*TRADE- MARK 


RADIO AND PHONOGRAPH 
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Think of 


vith Gardner 
Appliances 


There is a big, profitable ™ 
market for electrified 
Fly Screens and Traps 


The market for electrified fly 
screens and traps is everywhere 
. 80 big, so obvious, so fast- 
moving, so non-competitive, that 
it offers one of the most profit- 
able, most promising sales fields 
you can think of. 

Gardner screens for doors and 
windows have basic, patented 
advantages. They are readily 
adjustable on all sides, are com- 
pletely safe, are easy to install, 
are cheap to operate, cost little 
initially, and have a long record 
of successful installation behind 
them in every market... resi- 





dential, commercial, indus- 
trial, institutional, 

and agricul- 
tural. 
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Gardner fly traps, too, have 
a great potential. They are 
portable, plug in anywhere, 
are illuminated for night fly- 
ing insects. Plan for your 
share of this profitable fly 
screen and trap business by 
writing today for full informa- 
tion on Gardner 
postwar sales 
opportunities, 









ond Gardner 
Electric Fence Controllers 


bring more farmers your way 
These popularly priced, absolutely safe 
battery and high line controllers are the 
key to many profitable sales to dairy 
farmers and livestock raisers. You're 
confident when you recommend Gard- 
ner fencers that they will meet all con- 
ditions of service satisfactorily, for this 
safety-approved pioneer line has a long 
record of trouble-free performance in all 
parts of the country. Their many exclu- 
sive advantages make them easy to sell, 
and their competitive price meets the 
approval of value-conscious farmers. 
These best-engineered controllers are 
available now. Write today. 


Gardner [Ifg.Co. 


Horicon- Wisconsin 
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CROSLEY'S SMITH HONORED—George E. Smith (extreme right), vice-president 
and treasurer, The Crosley Corp., Cincinnati, is shown receiving from Col. Merrill 6, 
Beck, Signal Officer of the Fifth Service Command, U. S. Signal Corps, a Signal 
Corps Certificate of Appreciation for “outstanding services to the U. S. Signal 


Corps”. 


Behind Mr. Smith is Powel Crosley, Jr., president, The Crosley Corp, 


and behind Col. Beck is R. C. Cosgrove, vice-president and general manager, 


Crosley manufacturing division. 








WPB Authorizes Limited 
Appliance Production 


Manpower, war production limiting 
factors in appliance resumption order 


In one of a series of orders, designed 
to accomplish a limited reconversion 
from war to peace-time production, 
Donald M. Nelson recently gave the 
green light to local production and 
manpower officials to permit the manu- 
facture of a list of civilian products, 
including some electrical appliances. 

Among those appliances on which 
limited resumption of production is 
permitted under Priorities Regulation 
No. 25 are the following: 

Domestic laundry equipment (1-6), 
except washing machines. 

Domestic vacuum cleaners (L-18-b) 
All items. 

Domestic cooking appliances (L-23- 
c) All items and domestic heating 
stoves. 

Domestic electric ranges 
All items. 

Industrial and commercial refriger- 
ating and air-conditioning equipment 
(1-38) including coolers, evaporative, 
walk-in, water, reach-in and refriger- 
ated; display cases, frozen food dis- 
pensing equipment, home freezers, ice- 
cream cabinets, air conditioning equip- 
ment. 

Electrical appliances (L-65) dish- 
washers, domestic; commercial food 
preparation, hair clippers, electric; 
band heaters, spare electric; repair 
and replacement parts; automotive, 
refrigeration, domestic and electrical 
appliances. 

Electric 
items. 

Domestic sewing machines (L-98) 
All items. 

Domestic and commercial electric 
fans (L-176) All items. 

Alarm clocks (L-275) All items. 


(L-23-b) 


flatirons (L-65-a) All 


Food dehydrators (L308) domestic, _ 


all items. 
General Policy 


The general policy to be followed in 
granting authorization for the produc- 


tion of these civilian items. according 
to Priorities Regulation 25, will bk 
guided by these considerations: 


1, Authorization will “in no case” be 
granted if production will, in any way, 
interfere with either war production or 
production of essential civilian articles 

2. Labor and facilities to manufac. 
ture must be available to the applicant 
and not required for more essential 
purposes. The application will be 
denied if. the applicant's proposed use 
of labor would interfere with either 
local or regional labor recruitment 
activities. 

3. “More favorable consideration” 
will be given to applications generally 
if the articles can be produced from 
idle, excess or frozen materials and 
components. 

4. Preference ratings of AA- will 
be assigned, but only for the produc: 
tion of utility items of importance in 
civilian requirements. 

5. Before making application, the 
applicant should investigate the supply 
situation of the material and comp- 
nents which he will require. Mor 


favorable consideration will be givel; 


applications where the new materia 
needed to produce the product can bk 
readily obtained with an AA-5 rating 
(if a utility item) or without a rating. 


Clippinger to Resign 
As Admiral Sales Chief 


Ross D. Siragusa, president of At 
miral Corp., Chicago, made know 
recently the intention of J. H. Clit 
pinger, vice-president in charge ot 
sales, to resign from active participe 
tion in Admiral Corp. at the end @ 
the war. 
is resigning because of the health ¢ 
his family which necessitates thet 
moving from this locale. 
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Clippinger stated that lf 


ELECT 





... and no bull! In dairy cattle quality is 
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Signal But an aristocrat bull, fittingly fed, 
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nager, well groomed and exercised, often 


bad tempered, is too much of a luxury 


for the farmer with a small herd .. . Now 


























artificial insemination, proven and practicable, makes possible 
better breeding . . . brings larger production and profits to 
any dairy herd . . . can step up substantially the nation’s milk 
supply in a relatively short time . . . Artificial insemination 
is only one of the new developments in the last decade’s 


agricultural revolution . . . of which SuccessruL FARMING 
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CVery Crosley Prody , 
vaUuC 


T. E NAMECROSLEY ona product signifies 
more than good design, fine materials, highly 
skilled manufacture. It always means that 
the product will deliver specific extra bene fits 
to the user—such as added convenience. bet- 


ter performance, a plus in satisfaction. 


Consider the Crosley Shelvador* Refrig- 
erator as an example of this principle of 


product development. 


The Shelvador* is a patented and exclu- 
sive User-plus. Opening the Shelvador* is 
like opening two refrigerators at once, for 
the shelves on the inside of the door double 
the amount of front-row food within easy 
reach. Less hunting and shuffling of food; 
time is saved. Door is closed sooner. Less 
cold air escapes. Electricity is saved. Food 


receives better protection. ~ 


, 


*Reg. U. S. Pat. Off. 


Every day in hundreds of thousands of 
homes the Crosley Shelvador* Refrigerator 


delivers these extra advantages. 


In every other respect the famous Crosley 
Shelvador* Refrigerator matches the best 
features of the leading refrigerators on the 
market. But in this one respect — The 
Shelvador*—Crosley is alone, unique, un- 


rivalled—it is the Crosley UsER-PLUS. 


And every Crosley product delivers one 
or several such extra benefits to its users, 
the result of this continuing Crosley 
method of product development. Crosley 
postwar products, to be introduced after 
the needs of war are satisfied, will not only 
provide the fundamental usefulness of top- 
quality products but in addition will deliver 
the extra utility, the excess value of the 


Crosley User-Plus. 


-GROSLEY 


THE CROSLEY CORPORATION 
CINCINNATI, OHIO 


Peacetime manufacturers of Crosley refrigerators, radios, other household appliances and the Crosley Car. Home of WLW, “The Nation’s Station.” 
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85 million dollar 


backlog on 
sewing machines! 


Get your share of the huge post-war 


backlog on sewing machines! “Free” offers 


you the line (styled by America’s top 


designers) plus a complete plan that makes 


sewing machines as easy to sell as almost 


any plug-in appliance. Here is “big 


ticket” merchandise; a maintained price structure 


that gives you a sweet profit margin 


including generous trade-in and advertising 


allowances; plus territorial protection! The 


good areas are going fast. Write or 


wire for proposition today ! 


Free Sewing Machine Co., 


Rockford, Illinois. 
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BUY WAR BONDS! 






ESTABLISHED 1870 « MANUFACTURERS OF 


Uree-Westinghouse 


AND 


NEW East OME 


AMER 
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Relax Restrictions on Washer, 
Cleaner Parts Production 


Production of parts for domestic laundry equipment and domestic sewing 
machines for repair and replacement purposes is expected to be increased 
as a result of the relaxation of limitations on manufacturers’ inventories 
of such parts, the War Production Board also. reported. 

Vacuum cleaner parts for repair purposes have been placed under the 
same inventory restrictions as have laundry equipment and sewing 


machine parts. Production of vacuum 
cleaner parts is expected to remain at 
about the present level. 

Each manufacturer of parts for the 
repair of domestic laundry equipment, 
sewing machines, or vacuum cleaners 
may have in inventory at any one time 
twice as many of each type of part as 
he sold during the second preceding 
quarter. 

For example, he may produce wash- 
ing machine agitators until he has 
twice as many on hand as he sold in 
the second preceding quarter. As 
orders for agitators for replacement 
purposes reach him, he may fill them 
and again build up his inventory to the 
permitted limit. He may continue to 
ship and produce in this manner, so 
long as he does not exceed the inven- 
tory limitation. However, in bringing 
his inventory up té the permitted 
number, no manufacturer need make 
less than a minimum practical run in 
order to comply with the provisions 
governing inventories, WPB officials 
said. 

These actions have been effected by 
amendments to Limitation Orders L-6 
(domestic laundry equipment), L-98 
(domestic sewing machines), and L- 
18-b (domestic vacuum cleaners). 
L-18-c, which previously controlled the 
distribution of vacuum cleaners, was 
revoked simultaneously and the restric- 
tions on transfer were incorporated 
into L-18-b. 

In L-6, as amended, domestic laun- 
dry equipment is construed as including 
washing machines, ironing machines 
and warm air clothes dryers, operated 
by gas, electricity or other means and 
designed primarily for home use. 
Warm air clothes driers previously 
were not controlled by L-6. 

Manufacturers’ inventories of repair 
and replacement parts for laundry 
equipment previously were limited to 
the number sold in the first six months 
of 1943. More parts than could be 
made available under that restriction 
are needed to keep existing laundry 
equipment in repair as it grows older, 
WPB officials explained. 


Assign Range Production 


W PB has assigned production quotas 
for the first 12,782 electric ranges in 
its program for manufacture of 88,000 
ranges this year, but only 3,722 of the 
first batch will be on sale at retail. 

In addition, the 88,000 quota has 
been further reduced by crediting to it 
22,000 ranges made earlier this year 
on appeal, leaving only 53,218 more to 
be assigned in production quotas. 

A. B. Stoves, Inc. Battle Creek, 
Mich.; Frigidaire Division, General 
Motors Corp., Dayton, and Malleable 
Iron Range Co., Beaver Dam, Wis., 
will manufacture the 12,782 just as- 
signed for production. Two of these 
companies have production lines estab- 
lished since they have been filling 
Federal Housing Administration and 
military needs for several months. 
Only about six percent of the ranges 
will be standard four-element models. 
The remainder will be three-element 
types. All will have thermostats. Mili- 
tary needs will require 1,500 of the 
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first 12,782, and FHA _ war-housing 
projects will take another 7,560. 


Electric Motor Production 


Members of the Fractional Horse- 
power Electric Motor Industry Ad- 
visory Committee agreed at a recent 
meeting that the industry would be 
able to resume production of appli- 
ance motors within 60 days after mili- 
tary programs are canceled, according 
to WPB. 

The committee recommended that if 
manufacture of civilian appliances is 
resumed prior to the cancellation of 
military programs, orders for civilian 
purposes be identified in order that 
manufacturers may be in a position to 
prevent interference with production of 
any motors for the war effort. 


Cordiner on WMC Committee 


Enlisting industry in an intensified 
search for ways of fully conserving and 
utilizing manpower to meet critical 
shortages, Paul V. McNutt, chairman 
of the War Manpower Commission, 
has announced the creation of a WMC 
Industry Associations Committee. 
More than 750 industries, divided into 
12 groups, each of which is represented 
by a top-ranking leader in industry as 
a member of the committee, will par- 
ticipate in the program, Mr. McNutt 
said. 

For the electrical and miscellaneous 
industries, Ralph J. Cordiner, assistant 
to the president of the General Electric 
Co., has been appointed to represent 
the industry on the Industry Associa- 
tions Committee. 








BURGESS BATTERY "“E" AWARD—For 
high achievement in the production of 
the materials of war, Burgess Battery 
Co., whose main plant is at Freeport, 
Illinois has been awarded the Army- 
Navy "E". Pictured right is Brig. Gen. 
Edgar L. Clewell, Commanding General, 
Western Signal Depots, who presented 
the "E" award flag; and left, Dr. C. F. 
Burgess, founder and chairman of Bur- 
gess Battery Co., who received the 
award for the company. 
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Every future-minded dealer wants more than the oppor- 
tunist’s volume and profit from the immediate post-war 
market. He wants a sound business foundation for the 
future. That’s what we at Farnsworth want, too — it’s 


the basis of our dealer policies. 


The Farnsworth line will be distributed through 


) healthy, protected dealerships — protected so that each 


dealer has a real opportunity for profitable volume at 
established prices and proper margins. 


Farnsworth phonograph-radios, radios and television 
will go through leading distributors to outstanding deal- 
ers, who will understand and appreciate a protected 
opportunity to cash in on the public acceptance of the 


) great Farnsworth line. 


Like the sound of that? Build your post-war plans 
around Farnsworth protection — and you’ll profit. 
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FIT Aa diese 


for protected dealerships! 


A copy of “THE STORY OF ELECTRONIC TELEVISION" will be sent upon request 


FARNSWORTH 


Farnsworth Television & Radio Corporation, Fort Wayne 1, Indiana ¢ Farnsworth 
Radio and Television Transmitters and Receivers ¢- Aircraft Radio Equipment ° 
Farnsworth Television Tubes © The Farnsworth Phonograph-Radio * The Capehart ¢ 
The Capehart-Panamuse. ' 
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Present Use, Post-War Wants 
Of Refrigerator Owners Analyzed 


Good Housekeeping Consumer Panel 
Surveys Habits of 1,649 Readers 


A good picture of the refrigeration practice of a well-selected cross-section 
of American homes is contained in the most recent Consumer Panel report 
of Good Housekeeping magazine. A total of 1,643 completed questionnaires 
were received by the magazine (66 percent of the panel) which parallel 
Good Housekeeping readers closely. The report is chiefly concerned with the 
habits of automatic refrigerator users and, therefore, the report is chiefly 
based on 93.5 percent of the respondents who indicated use or ownership of 
refrigerators in their replies. 


The performance records 

made by over 2,000,000 
BRIGGS & STRATTON Engines 
testify to their perfection of design, 
their fine engineering, 


and to precision production. 





Manufacturers of all types of appliances, tools and equipment 
requiring dependable, compact power units are invited to 
investigate the performance record of Briggs & Stratton 
engines. The latest models are backed by the experience 
gained in twenty-five years of continuous production of AIR- 
COOLED Gasoline Engines. BRIGGS & STRATTON 
CORPORATION, Milwaukee 1, Wisconsin, U.S. A. 




















PAGE 86 


The survey was made in all geo- 
graphic regions of the country, in all 
sizes of communities from 1,000 popu- 
lation and under to 500,000 and over; 
by income groups from under $1,000 
to $10,000 and over; by age groups 
from under 20 years to over 50 years; 
by both owners and renters of homes 
(56.3 percent were owners); by all 
types of occupations, both men and 
women. 

The size and age of the refrigerator 
owned shows that the largest percent- 
age—20.3 percent—were bought in 
1940, that 14.4 percent were bought in 
1941, and 7 percent in 1942. In other 
words, 41.7 percent of refrigerators 
owned were three years old or less. 
Refrigerators between four and ten 
years old comprised 44 percent of the 
total and those over ten years old 
amounted to 14.3 percent. Average 
age of refrigerators, as of 1943, was 
5.15 years old, out of a total of 1,475 
owner,rs. 


6-ft. Popular Size 


Most popular size in use, as might be 
expected was 6 cu. ft. with 39.9 percent 
owning this capacity; second was 7 
cu. ft, with 15.2 owning; and third 5 
cu. ft. with 14.1 percent. Average for 
all owners was 6.5 cu. ft. The majority 
of refrigerator owners, incidentally, 
found that the size of box they owned 
was sufficient for their present needs 
(68.9 percent) with 30.1 percent decid- 
ing that their present box was not big 
enough. An even larger majority 
thought the size of their box sufficient 
for their needs before the war, but 
only 57.9 percent believe it will be 
sufficient for post-war requirements. 

Roughly one-third of present refrig- 
erator owners would want more ice 
trays if they were buying another re- 
frigerator (33.2 percent), while 62.5 
percent expressed themselves as satis- 
fied. In the survey these responses are 
broken down by size of boxes owned. 
Only half the respondents thought they 
had. enough space in the refrigerator 
for storing milk bottles and other tall 
beverage bottles. As for the amount 
of bottle space provided, 92.7 percent 
were sure they could not get along with 
less bottle space. 

To a question “Do you now regu- 
larly keep raw fresh vegetables in 
your refrigerator?”, it was ascertained 
that 93.5 percent keep salad materials, 
75.2 percent keep root vegetables such 
as carrots, beets, etc., 69.8 percent keep 
other vegetables such as spinach, cauli- 
flower, beans, etc., and 78.4 percent 
store fresh fruits in the refrigerator. 
After food rationing is over, only 18.2 
percent of the respondents indicated 
they would buy more fresh vegetables 
than they do at present, with 76.4 per- 
cent replying that their purchases 
would be at about the same ratio as 
at present. 
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Meat Rationing Effect 


The effect of meat rationing on the 
public’s meat-buying habits is re- 
flected in the report that 61.3 percent 
buy several days supply, 22.3 percent 
buy from day to day, and 16.4 percent 
purchase for a week or more. When 
rationing is over, fewer people—l48 
percent—will buy on a day to day basis, 
while those buying several days supply 
will jump to 66.3 percent and those 
buying over a week’s supply will in- 
crease to 18.9 percent. Incidentally, 
69.4 percent reported they had no 
special compartment in their refrigera- 
tor for storing meat and only 28.6 per- 
cent responded in the affirmative. Most 
of them store their meat (45.2 percent) 
in the tray under the freezing com- 
partment, 30.5 percent in the freezing 
compartment itself, and only 12.5 ina 
meat compartment. The remainder 
(11.8 percent) store meat on the regu- 
lar shelves. 

About two-thirds of the respondents 
having meat compartments in their 
boxes thought the compartment was 
large enough, both in the past and for 
future needs. On the other hand, the 
majority who put their meat in the 
freezing compartment complain of in- 
sufficient room. Left-over meats are 
almost universally stored on the regu- 
lar shelves. 


Frozen Foods 


People will buy and store more 
frozen packaged foods after the war, 
the survey reveals. At present, only 
10.3. percent reported they bought 
frozen foods often, whereas 33.2 per- 
cent expect to buy them often after the 
war. Most of the respondents (58 
percent) reported they bought frozen 
foods only occasionally and 29.1 per- 
cent reported they never bought them. 
Additional data is given in the survey 
of the frozen food consumption habits 
of those reporting that they now 
bought. Frozen food locker plants are 
patronized by 11.8 percent of those re- 
porting, but this figure will jump to 
30 percent after the war, The majority 
reporting that they would patronize 
a frozen food locker plant following the 
war said they would like a larger 
freezing compartment in their refrig- 
erator (57.6 percent) and 23.9 percent 
said they would buy a special home 
freezer. Only a fraction (7.3 percent) 
of the respondents reported that they 
had been freezing their own food for 
long-time storage. Of these, 21.6 per- 
cent said their present refrigerator had 
a freezing compartment, and 34 percent 
said they used a separate freezing cabi- 
net. The fact that such a freezing 
compartment in the refrigerator 1S 
wanted is indicated by affirmative re- 
sponses on the part of 63.7 percent of 
the respondents, while 36.3 percent 
said they would rather do the job with 
a separate home freezer. 
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The day you receive your next shipment of electrical appliances 
will mean more than just being back in the appliance business. 
It will mean you’ve weathered a soul-trying period with your 
chin up and your courage high. And you will have earned 
your share of the business, the profits that peace will bring. 
You're planning that day now. So are we. The %M. factories, 


busy now with war work, are ready to swing back, fast, into 


volume production of performance-proved...PROFIT- 


PROVED... appliances. We want to help you get back into 


, the appliance business at the earliest possible moment. And 


beyond that we’re planning the kind of advertising, merchan- 
dising and promotional assistance that will win demand and 


build sales to make your 4M. appliance department one of 
the bright spots in your store. 


KEEP ON BUYING WAR BONDS 
TIE YOUR POSTWAR PLANNING TO BM—THE TIME-TESTED LINE 
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There’s Mrs. Allen's 
October Companion 


in the 
Men's Grill! 








pects place to find a woman’s 
magazine? No, because this is a 
business luncheon. 


Mr. Allen and his associates run a 
business that sells to women. There 
are features in this Companion that 
give women advice about buying. 





And good buying advice for customers 
is usually good selling advice for dealers. 





The help the Companion gives women is no more TO MOVE HOME EQUIPMENT 
practical than the help the Companion can give “ 
you. If you sell food, clothing, cosmetics — anything WE PLAN A HOME. Here is the second of the 3 
women buyers want for themselves or their peiataainuiteaneen a — 
= ; : . . ever to appear in a woman’s magazine. The first 
families—the Companion will give you ideas. Read of the series swamped our editor's desk with 
any issue, and help yourself. congratulatory and further-advice-seeking mail. ; 
° Here in the October Companion a four-page fea- S 
ture devotes a whole page to home equipment, 3 
much of it electrical, all of it helpful to those , 
who make and sell such household helps. : 








WOMAN’S HOME , 


COM PANION 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF 
WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE ; 


FIGHTING CHAMPION OF HONEST BUSINESS 
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Appliance dealers who add these Viking “package” units to their line will tap a 


ready made market. 


Study your own volume possibilities for this heavily demanded merchandise. Con- 
sider that in 1940 alone American homes bought more than $50,000,000.00 worth 
of units in this field. Four years of scarcity point to a sales volume more than 


doubling this in the first year postwar. 


CONVENIENT WHOLESALER DISTRIBUTION 


To assure retailers of adequate supply on shorter delivery notice—to enable dealers 
to handle this merchandise without excessive inventory investments—Viking supplies 


the trade through Wholesale-Distributors only. 


Lowered shipping and warehousing costs, from manufacturer to retailer, result in 


rock bottom prices and healthier profits for dealers. 


Get in touch with the Viking Wholesaler and make your arrangements to handle 
this fast selling merchandise. If you are not sure who handles your territory we'll 


be glad to get full information to you promptly. 


V/ K f N G MFG. CORPORATION 


1602 U. B. Building, Dayton 2, Ohio 
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Micro Switch TEMP 65 @) 5 


Coy aw a Ubice) cct-talol Qrosatede) Mes: 


Temperature: 





THE TEMP COP employs the famous 


Micro Switch snapespring principle to give a precise 
thermostatic contactor for automatic control of tem- 
perature and current in electrical apparatus. 


Bi-metal elements provide this response to changes 
in current or temperature, and can be varied to fit 
the needs of a specific application. ee 


* 


. eee 
The Temp Cop, is a rugged, dependable unit built 
on a rigid ceramic block. A snap-acting thermo- 
static element is designed to either open or close 
with a temperature rise. Reverse action is automatic 
as the temperature drops. The Temp Cop is available 
in either automatic recycling or for manual reset. 


If you have an application that calls for maintaining 
temperature, current or both, within certain prede- 
termined limits, you will find the Micro Switch Temp 
Cop useful and reliable. Write Micro Switch today. 
The Temp Cop may be just the answer to your con- 
trol problem. 


LET’S ALL BACK THE ATTACK—BUY EXTRA WAR BONDS 
. @ 1944 





MICRO switcH 


FREEPORT, ILL. US.A., Sales Offices in New York, Chicago 
Cleveland, Los Angeles, Boston, Dallas, Portland, (Ore.) 














Miss Frances Lessin of New York City is shown filling out the first reqistration 
blank under the "preference delivery quota" program just launched by the Emerson 
Radio and Phonograph Corp. Shown with her is Perk R. Bowers, manager of The 
Rudolph Wurlitzer Co., Emerson Radio dealer. 


Emerson Radio “P.D.Q.” Plan 
Would Speed Post-War Deliveries 


The problem of supplying radios to 
consumers at a time when the manu- 
facture of civilian radios is strictly 
prohibited, found partial solution in a 
“P.D.Q.” plan, announced in New 
York at a recent meeting of Eastern 
distributors of the Emerson Radio and 
Phonograph Corp. Under this plan, 
outlined by Jack Geartner, advertising 
director, consumers are merely re- 
quired to sign a register soon to be 
made available in radio stores, which 
entitles the registrar to a “Preference 
Delivery Quota” certificate. Effort 
will then be made to deliver radios 
when they become available to certifi- 
cate holders, 


Sees 25 Million Demand 


Benjamin Abrams, president, esti- 
mated that the immediate post-war 
demands would absorb 25,000,000 
radios as soon as the government per- 
mitted production, while the industry's 
manufacturing potentiality represented 
between 15,000,000 and 17,000,000 sets. 
Mr. Abrams stated that even at the 
most accelerated rate of post-war pro- 
duction, it would take the industry 
years to fill the potential demand. 

Dorman Israel, vice president in 
charge of engineering, stated that the 
future offered phenomenal development 
in radio through the use of aluminum 
and stainless steel, plastics, ceramics 
and light plastic plywood. These ma- 
terials would result in more compact 
and efficient receivers than any known 
today. According to Mr. Israel, the 
future holds great promise in the 
development of portable and pocket 
sized radios, small radios capable of 
international reception, FM sets and 
television. 


Small Television Sets 


In the field of television, Emerson 
looks forward to the development of 
small sets in keeping with the tradi- 
tional policy of this company. In place 
of the 12-in. cathode tube, a small 
revolutionary tube measuring 1 in. to 
3 in. was visualized, coupled with a 
system of enlargement whereby a pro- 
jected image could be viewed by many 
instead of only a few who now gather 
around a photo tube. 

In a discussion of post-war sales 


planning, Charles Robbins, vice presi- 
dent and sales manager, stressed the 
urgency for distributors to begin re- 
habilitating their sales and dealer 
organizations at the present time, so 
as to~be fully prepared for the post- 
war era when radio sets become avail- 
able. He revealed that in a recent 
survey the question “How many radio 
dealers do you now have?” brought 
50 percent replies “Don’t know.” Mr. 
Robbins went on to state that the 
“P.D.Q.” plan would enable dis- 
tributors to franchise dealers even at 
this stage of the game. 

Phillip Gillig, sales promotion man- 
ager, discussing sales territories, said 
material had been prepared and would 
be made available to distributors for 
the purpose of carefully analyzing their 
territories in order to help them chart 
a procedure for attaining intensive 


‘dealer coverage. 


Reviews Emerson's Record 


Max Abrams, secretary-treasurer re- 
viewed Emerson Radio’s outstanding 
achievement in war production which 
has earned for company the Army- 
Navy “E” Flag, Mr. Abrams asserted 
that from these wartime developments 
would stem many improvements in 
civilian radios when their manufacture 
is again permitted. 

William H. Weintraub of William 
H. Weintraub & Co. representing 
Emerson Radio’s advertising agency, 
offered some statistics on the position 
held by the United States as the 
world’s largest user of radio. “In 
America,” he stated, “we have only 
6 percent of the world’s population 
but have 52 percent of the world’s 
receiving sets.” He pointed out that 
the industry should not jump to the 
conclusion that it has reached perfec- 
tion because 82 percent of the families 
own receivers. 


Correction 


In the article, "The Sewing Machine 
Comes Back to the Appliance Fold," by 
error it was said that Bloomingdale's sold 
250,000 sewing machines, Sears 100,000. 
This should have read dollars instead of 
units. 
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OMETHING definite about Clarion radios for post- 
war can now be revealed. 


Here are seven of many important reasons why you as 
a Dealer will soon say: 
"Yes, Clarion is the radio for me.” 


1 Startling new developments in FM receivers with ex- 
clusive Clarion features. 


2 Engineered to assure trouble-free performance and 
long life. 


3 A radio built to defeat destruction caused by DAMP- 
NESS ... FUNGUS and all adverse weather conditions. 


4 A new high degree of selectivity. 


5 Super-sensitivity to capture the weakest signals. 
6 Precision engineering. New close tolerances. 
7 Smartly designed cabinets of enduring beauty. 


These are a few of the features that will give the Clarion 
line the turnover and profit you are looking for. 


Write for the name of the Clarion distributor in your 
territory. Don’t miss the complete Clarion profit story. 


WARWICK MANUFACTURING CORPORATION 
4640 West Harrison Street, Chicago 44, Illinois 
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EXCLUSIVE FEATURES will com- 

mand as much consumer attention 

after the war as before... In fact, 

Mrs. Consumer will be mere con- 

scious than ever about new fea- | Large Capacity—holds = Automatically = 5-wall design with 
tures of convenience and operat- Ae arin sb faves gwar» Soestse: romovable  porcetsin 
ing efficiency. All of which will ee a = 

play right into the hands of 

Monarch Electric Range dealers— 

because Monarch will have these 

plus conveniences to offer. 





1. 








PATENTED 


MALLEABLE IRON RANGE CO. 


3274 Lake St. Beaver Dam, Wis. 
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TO BALANCE OUT your post-war electrical appli- 
ance line, you'll want to include Electric Water 
Heaters — because there is plenty of evidence to 
indicate that the Electric Water Heater market 
will be big. 


And, in making your choice, you can do yourself 
no better turn than to select MONARCH — a line 
that is totally proven, firmly established, backed 
by 15 years of manufacturing know-how, and 
popularized by a trade mark that has stood for 
quality for over three generations. 2 


Write for Exclusive Franchise 
MALLEABLE IRON RANGE CO. 


os. 3274 Lake St. Beaver Dam, Wis. 


PLAN PLUS PROFITS 


WITH 





WATER HEATERS | 














ENTIRE TAMILS, IN oe WATER 
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There are many famous busy spots but 
we are concerned with one most people 
take for granted—the kitchen. Even the 
most alert housewife would be amazed 
at: the number and variety of tasks 
performed at the kitchen sink alone. ¢ 
It is wise to plan now, leisurely, for 


that American Kitchen, your American 







BETCHERS 


AMERICAN CENTRAL MANUFACTURING CORPORATION + CONNERSVILLE, INDIANA 
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PLAN NEW UNIVERSAL LABORATORY—Margurette Reinhart, director of the 


Modern Living Laboratory of Landers, Frary & Clark and Harry M. Parsons, vice- 
president and sales manager of the Universal Range and Water Heater Division, 
look over proposed sketches for the new setting of the laboratory in preparation 


for post-war activity. 


Universal Starts Second Phase 
Of “U” Plan For “V" Day 


Culminating six months experience 
with their “U” Plan for “V” Day, 
Universal announced recently the sec- 
ond phase of this dealer post-war 
planning program. 

With 16,000 dealers from coast-to- 
coast now promoting the plan includ- 
ing 92 department stores, 63 utility 
companies, 2,100 furniture stores, 4,000 
hardware dealers, 3,800 radio appliance 
stores and nearly 6,000 specialty deal- 
ers, the company estimates that the 
plan has created over 150,000,000 con- 
sumer impressions and developed a 
volume of dealer post-war orders in 
excess of $50,000,000. 


The First Phase 


Emphasizing that the “U” Plan for 
“V” Day goal is to prepare every 
dealer in the nation selling appliances 
for the day when merchandise would 
be released, W. J. Cashman, director 
of promotion and author of the plan 
pointed out: “The first phase of the 
“U” Plan for “V” Day provided a 
simple formula for pre-selling consum- 
ers post-war household equipment 
that is not available today. This 
formula through large scale national 
advertising has crystalized consumer 
thinking about postwar appliance pur- 
chases and then through a series of 
easy steps lead the consumer to the 
dealer’s store where the consumers 
postwar wants are being registered 
with the dealer for prompt supply when 
merchandise is again available. 

“To date,:Universal has issued over 
30,000 copies of its “U” Plan pros- 
pectus sent to dealers nearly 
80,000 display and promotional pieces 
for local promotion furnished 
several million dealer-consumer letters 
through its “100 Letter Plan” mail 
service . provided dealers with 
over 80,000 copies of “Dealer’s Digest” 
information service and conducted over 
200 jobber-dealer meetings and clinics 
from coast-to-coast to insure point-of- 
sale promotion for the plan. Four 
hundred appliance jobbers are now ac- 
tively promoting the plan with dealers 
signing up at a rate of 500 a week.” 


The Second Phase 


“Now, the second phase of the “U” 
Plan for “V” Day is ready. While 
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the first phase of the plan brings 
dealer and consumer together for post- 
war transactions, phase two has as its 
goal the strengthening of the dealer’s 
physical structure and organization 
to assure better merchandising in the 
postwar era.” Among these new 
services .. . 


STORE PLANNING—will help the dealer 
who is thinking of improving his store's 
appearance, with many practical sugges- 
tions of physical changes while provid- 
ing him with a reference file of sources 
and ideas which he can employ to ad- 
vantage in changing store appearance 
for better merchandising. 


PLANNED SELLING—will aim at provid- 
ing intelligent suggestions to help the 
dealers promote postwar merchandise in 
a more efficient manner. Advertising, di- 
rect mail, display and floor sales tech- 
niques will be covered in this service. 


SALES TRAINING—Universal University 
will provide "U" Plan dealers with ag- 
gressive sales training courses which will 
help select and train dealer salesmen of 
tomorrow, 


INFORMATIVE LABELING—will include 
many important and novel ideas in label- 
ing merchandise for faster, easier selling 
in the store, and will cover in its scope 
many new techniques in the ticketing and 
display of merchandise to create better 
marketing control, faster turnover and 
larger volume. 


Hyde Heads Griffith 
Distributing Corp. 


Charles W. Hyde, executive vice 
president and general manager of the 
Griffith Distributing Corp., with head- 
quarters in Indianapolis, Ind., has been 
elected president of the company, ac- 
cording to a recent announcement. He 
joined the company originally in 1929 
as vice president and general managet 
of the Cincinnati division. . 

The company distributes Bendix 
home laundries, Duo-Therm oil space 
heaters, Zenith radio and hearing aids, 
Youngstown Pressed Steel kitchen 
equipment and Coolerator refrigerators. 
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REG. U. S. PAT. OFF 


War brought RADAR... . and 
Radar multiplied Hamilton’s 
growth. But don’t let that mis- 
lead you .. . for Hamilton is in 
NO sense a “war baby.” Spectacular expansion 
was possible . . . only because there was a solid 
foundation of engineering development, ready 


for it. That foundation— broadened and strength- 


ened—will be ready .. . when the post-war 


scramble comes . . . to provide selected outlets 


with vital competitive and delivery advantages. 


Ke adic oo by HAMILTON radio Corporation » New York 


TELEVISION 


ILECTRICAL MERCHANDISING—SEPTEMBER, 


1944 


PAGE 95 








Said the RADIATOR 
to the VAPORIZER 


<= >} Db 


















After the War 
WATCH MY STEAM! 








“You're a conceited fellow, Mr. Vaporizer. True, 
you're the ‘current’ attraction. You are versatile, being 
both a vaporizer and a baby bottle warmer, saving 
mother’s energy and worry, and saving baby’s health. 
True, you've made a big hit in appliance, drug and 
department stores everywhere. 


“But THERE'LL COME A DAY, when the pent-up 
demand for safe, convenient, efficient ‘steam heat from 
a wall plug’ will barrage appliance dealers from 
coast to coast. Why, the orders they've had to turn 
down on me! 


“Right now, I'm strictly war production for Army, 
Navy and Coast Guard. But when the war is over, 
you and !... and perhaps some original new Elec- 
tresteem successes . . . will lay ‘em in the aisles with 
‘steamwork’ that will electrify every appliance dealer 


in the country!” 





ORIGINALITY IN 


ELECTRICAL MANUFACTURING 





Electresteem PORTABLE RADIATORS 
AND VAPORIZER-BOTTLE WARMERS 


ELECTRIC STEAM RADIATOR CORP 


DETROIT 8, MICHIGAN 
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New Arvin Products 


Slated For Post-War 


Among the 


many manufacturers 
working with  well-directed zeal 
toward post-war reconversion plans is 
Noblitt-Sparks Industries, with eleven 
plants located in Columbus, Green- 
wood, Franklin, Seymour and North 
Vernon, Indiana. 

Already this firm—prominent in 
peace times for its Arvin products 
such as_ radios, bathroom electric 
heaters, metal-chrome dinette sets, 
outdoor metal furniture, and hot water 
car heaters—knows just what it will 
manufacture at war’s end. It also 
knows how and where these and other 
new Arvin products will be distributed. 


In War Production 


For more than two years the com- 
nany’s facilities have been devoted 
100% to the production of war mate- 
rials, including radios and electrical 
equipment, metal reels for communi- 
cation cables, metal containers for 
food and water, blitz cans for gasoline, 
metal boxes for ammunition, as well 
as making bombs, burster wells, anti- 
tank mines, fire extinguishers, ex- 
haust systems and automotive parts for 
combat cars and trucks. 

Its sales volume of $15,000,000 the 
last peacetime year of 1941—and its 
$31,000,000 wartime volume for 1943 
—are a far cry from its total in its 
first year, 25 years ago. Then it was a 
modest $60,000. Now the company 
officials are about as proud of the four 
Army-Navy “E” awards made to four 
of its plants as of its great financial 
growth. 


New Products 


In its post-war plans—under the 
well-established Arvin trade name 
Noblitt-Sparks has added several new 
products to its pre-war line. 

Electric irons and other fast-selling 
table appliances have been developed by 
Arvin engineers. Movable twin rinse 
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CHROMALOX CONFERENCE — Engi. 
neering and service representatives of 
the Edwin L. Wiegand Co.. gathered in 
Pittsburgh recently for their annual sales 
conference. “Sweep Away Complac- 
ency" was the theme of the conference 
and (left) as a reminder to the con- 
ferees E, N. Calhoun, president, pre- 
sented brooms to Mark Greer, engineer- 
ing vice-president (center) and Bruce 
Fleming, sales vice-president (right), as 
well as other representatives. 





tubs of a new design is one of several 
other new items for the home in plans 
for the future. 

All the oldtime Arvin products have 
been redesigned—metal-chrome dinette 
sets, outdoor metal furniture. Arvin 
bathroom electric heaters of the circu- 
lating type will come in three models— 
also a new type oi radiant heater for 
any room that needs extra heat. 

A complete new line of Arvin radios 
will be offered—from small, low-priced 
sets to beautiful combinations, with 
record players and changers—with 
A.M. and F.M.—and with many re- 
finements that are the result of war- 
time development in electronics. 

To resell old accounts and to solicit 
new distributing outlets, Noblitt- 
Sparks has just issued an attractive 
sales presentation which is being used 
by Arvin district sales managers who 
are in the field calling on the trade. 


Eureka To Make 
Cordless Iron 


Eureka Vacuum Cleaner Co. has 
acquired the Cheraton cordless electric 
iron and will produce the iron as one 
of a group of new household products, 
George T. Stevens, vice president, 
announced. 

Eureka has also secured the tools, 
designs, patents, goodwill and other 
rights connected with the iron which 
will be known as the Eureka cordless 
iron. 

The new iron is operated without a 
cord, and draws its instant heat from 
a thermostat-controlled electric safety 
base, and retains the heat for consider- 
able time through a “sponge like” heat 
absorbing pressure plate inside the 
iron. A micro heat control unit gov- 
erns the exact temperature required 
for any material being ironed, and in- 
sures safety even if left unattended 
while connected. 

“Acquisition of the cordless iron is 
another step in Eureka’s planning for 
postwar expansion,” Stevens said. “We 
have a number of other products in 
mind that will help to make housekeep- 
ing easier after the war, and they will 
supplement our production of the new 
home-cleaner units we will produce 
when war conditions permit.” 


1944—ELECTRICAL MERCHANDISING 





blinc 
front 





Mo: 
BALT 


BALT 
Eve 
BOST 


un 


ELE¢ 











ios 


ith 
ith 


ar- 


icit 
itt- 
‘ive 
sed 
vho 
ide. 


n is 
for 
‘We 
s in 
eep- 
will 
new 
duce 


ING 





It's still 


OMETHING more than military might is crum- 
bling in Europe and Asia. 


The day of the “One and Only Leader” is done. 


The night of oblivion falls on that phony con- 
cept, as embattled kids schooled in the American 
idea of teamwork slash their way across foreign 
maps — and the pages of history. 


Master race and master mind find their master in 
the pooled abilities of many free minds and hands 
working together. 


Teamwork on the field and not quarterbacking 
from the sidelines is the clue to this victory. 


Teamwork in combined operations by land, sea 
and air. 


Teamwork in speeding supplies to countless far- 
flung fronts. 


Teamwork in home plants swamping the Axis 
under a flood of materials that would be beyond 
the compass of any single mind. 


Something else shows up as the sun sets on the 
alien idea of the “One and Only Leader.” 


We are beginning to discover the matchless force 
in the old American idea that many minds are 
better than one. 


We can look at factories that three years ago 
never produced so much as a bullet —and see 
them outstripping the world. 


We can count new materials, new processes, new 
products — and wonder how anyone ever had the 
blindness to say that America had crossed its last 
frontier, 





And suddenly we realize we have not yet begun 
to reap the tangible peacetime benefits of a system 
that leaves men free to find their own places and 
fill them to the full. 


It may be dusk for the regimented races — but it’s 
still bright morning here in America. 


And in that morning there is a high place for the 
good newspaper that sees the far vision no less 
than the near fact, and defines both in clear out- 
line to guide and inspire our people onward. 


The Hearst Newspapers have for many years 
faithfully discharged the responsibilities of that 
place so ably that the nearly 5,000,000 families 
who read them, trust them and hold them in 





special regard. Thus they look to Hearst News- 
papers first 


— when they want on-the-minute, accurate news 


—when they want authentic interpretation of 
events or trustworthy editorial counsel 


— when they want features, newspictures, car- 
toons, columnists’ comment, society, sports or 
business news. 


No sensible advertiser with an eye to the future 
will ignore this lesson. 


In planning the marketing programs to reach 
these people, he should look to Hearst News- 
papers first, as do they. 


HEARST NEWSPAPERS 






Serving the American People—their Freedom, Security and Progress—by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


ALBANY TIMES-UNION 
Orning and Sunday 


Morning and Evening 
BALTIMORE AMERICAN 


Sunday Evening and Sunday 
1 —~e NEWS-POST DETROIT TIMES 


Evening and Sunday 


LOS ANGELES EXAMINER 


BOSTON ADVERTISER 
Ss Morning and Sunday 


und, 


BOSTON RECORD AND AMERICAN 
CHICAGO HERALD-AMERICAN 


LOS ANGELES HERALD-EXPRESS 
Evening 


MILWAUKEE SENTINEL 
Morning and Sunday 


NEW YORK MIRROR 
Morning and Sunday 
OAKLAND POST-ENQUIRER 
Evening 
PITTSBURGH SUN-TELEGRAPH 


SAN FRANCISCO CALL-BULLETIN 
Evening 


SAN FRANCISCO EXAMINER 
Morning and Sunday 


Evening and Sunday 


NEW YORK JOURNAL-AMERICAN 
Evening and Sunday 


SAN ANTONIO LIGHT 


Evening and Sunday 


SEATTLE POST-INTELLIGENCER 
Morning and Sunday 
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6666 S. NARRAGANSETT AVE. 


with its pro 


Cadillacs will be styled to meet 
every demand and the require- 
ments of every home, large or 
small, There'll be models for every 
purse. 


SOLD ONLY THROUGH 
RELIABLE DISTRIBUTORS 
AND DEALERS 


CLEMENTS MFG. CO. 


CHICAGO 338, ILL. 
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AMERICAN CENTRAL GETS ITS “E''—Saunders P. Jones, president of American 





Central Mfg. Corp. shown (left) receiving the Army-Navy “E" pennant presented 
by Colonel Nelson S. Talbott, (right) Army Air Forces, in ceremonies at the Con- 
nersville plant recently. John McBee, (center) an employee of the company for |7 
years acted as spokesman for his fellow workers in receiving the Army-Navy “E"’ pin. 














Refrigerators First On 


Buffalo's Post-War 


A survey designed to guide manu- 
facturers, distributors and dealers of 
electrical equipment by showing what 
the public wants in the appliance field 
in the years immediately following 
war’s end, has just been completed 
among its customers in the Buffalo 
market area by the Buffalo Niagara 
Electric Corp. 

The public response to a question- 
naire sent out by mail to selected own- 
ers and tenants of rented dwellings 
was good, 24.4 percent having sent 
back their replies; many of them 
adding information about their building 
and household equipment plans for 
the future. All income and racial 
groups were covered by the poll and 
after all replies were in, and for the 
purpose of balancing the study so 
that it would not be too heavily 
weighted by a particular group, selec- 
tion was made of a percentage of the 
total replies on this basis: 5% from 
the over-$5,000 income group; 10%, 
$3,000 to $5,000 ; 19%, $2,000 to $3,000; 
42%, $1,000 to $2,000, and 24%, under 
$1,000. Incomes were based on figures 
arrived at from a $7,000,000 study of 


List 


buying habits made by the U. S. Gov- 
ernment in 1940. 

The accompanying table shows the 
appliance preferences of those who 
replied. 

As is indicated, electric refrigerators 
are first on the public’s want list. 
Washing machines are second; radios 
third. Given a second choice, the public 
replied that it would next want radios, 
washing machines and vacuum clean- 
ers, in that order. 

Nearly one-half, 47%, of the post- 
war radio buyers will want straight 
radios, they reported. Another 32% 
want radio-phonograph combinations; 
21% television sets. Similarly, 80% 
want conventional type washing ma- 
chines ; 20% full-automatic. 

The question was not asked on the 
questionnaire, but approximately 1% of 
those replying said they planned to 
build or buy a new home after the war, 
while others volunteered the informa- 
tion that they would remodel their 
homes, making, the while, installations 
of such conveniences as garbage dis- 
posal units, dishwashing equipment, 
clothes dryers, circulating fans. 


First Second Total Potential 

Choice Choice Choice Market 

Appliance % % %o Buffalo 
EE ra 3.7 1.7 7.0 11,800 
IE so co che he vdoe nes 17.3 2.9 23.2 39,000 
a Roe Es Pee a 3.8 45 14.1 23,700 
Radio-Phonograph ............ 2.7 3.1 9.7 16,300 
Radio-Television .............. 1.7 2.0 6.3 10,600 
Vacuum Cleaner .............. 3.5 5.3 18.2 30,500 
NE NN 55s ica wie na wisi 9d 3.5 3.7 16.1 27,000 
Washer (conventional) ........ 9.5 4.8 18.4 30,900 
Washer (automatic) .......... 2.4 iI 45 7,500 
NS 2S 2S ee er es 2.7 5.0 13.7 23,000 
. 2 OO Fee 4.0 4.1 12.4 20,800 
ee SEO RR ree 3.8 4.7 11.0 18,500 
Frozen Food Cabinet.......... 2.1 2.8 7.1 11,900 
Garbage Disposal ............ 1.0 2.4 4,000 
ee SE eee 3.1 5,200 
Dishwasher Sink .............. 2.7 4,500 
TS SR. 2.7 4,500 
RS oe er i ee ee 1.3 2,200 
Sewing Machine ............. 1.3 2,200 
Clothes Dryer ................ 5 800 
Water Heaters ............... 4 650 
| EES ee ere 2 300 
Circulating Fan .............. 2 300 
GN ok fs a ioetoa tas Parcs oe i 150 
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performance will have 
Pleasant surprises for you 
in Motorola Post-War 
Radio for Home and Car. 


A famous economist writing in his daily newspaper 
column recently said: “After the war our economic 
system will again cater to many buyers... individ- 
uals and their families . . . instead of to a single cus- 
tomer—the government. Then we will see once more 
that it is the customer who determines the type, the 


The Customer will rule again 


and that day draws closer and closer! 


quality and the price of goods which will be pro- 
duced and distributed. The customer’s power lies 
in his freedom to exert or withhold his purchas- 
ing power, and we know that he is going to have 
plenty of purchasing power when Victory brings 
us Peace and normal living once again.” 


MOTOROLA RADIO ENGINEERS, 
DISTRIBUTORS AND DEALERS WILL BE READY 


The Motorola organization is intact. Our war job 
has been the designing and building of radio com- 


munications for our armed forces...and we have 
delivered them in great quantity. Because of this ex- . 


panded activity in radio, our own field, there will be 
a minimum of conversion necessary in the Motorola 
engineering laboratories and factories. 

The Motorola Radio Engineers who originated 
and developed the famous “Handie Talkie” ... who 


built the improved F-M Walkie Talkie and the Cavalry 
Guidon set for our armed forces ...are ready for 
their Post-War job of building America’s Finest F-M 
Radios for Home and Car. 





Millions of American customers who have carefully 
nursed their Motorolas through this war will be re- 
warded one day soon with the finest Radios ever to 
bear the Motorola trademark. 


GALVIN MFG. CORPORATION + CHICAGO 51 
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F-M HOME & CAR RADIO - AUTOMATIC PHONOGRAPHS + TELEVISION + F-M POLICE RADIO - RADAR - MILITARY RADIO COMMUNICATIONS 
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Building a quality product calls for skilled engineering, 
superior materials and extra-fine craftsmanship. Building 
a quality product in quantity calls for all these things, 
plus a plant laid out and organized for maximum pro- 
duction efficiency. The streamlined and efficient assembly 
lines which have poured forth unrevealable numbers of the 
SCR 299 and 399 Mobile Radio Stations, Mine Detectors, 
Aircraft Radio Receivers and transmitters and other 
equipment are International Detrola’s promise of great 
quantities of the best in radio, television and electronics 


for a world at peace. 


Most of the many hundreds of 
Detrola Radio Division workers are 
2 women, working under most mod- 
ern conditions. Shown is one 


assembly line in the main building. 


CRULA RHDID 


DIVISION OF INTERNATIONAL DETROLA CORPORATION + BEARD AT CHATFIELD, DETROIT §, MICH. 
C. RUSSELL FELDMANK dr PRESIDENT 


Buy War Bonds—and Keep Them 
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NELPA Dealer Meetings 
Held in Washington 


To revive dealer contacts and to 
begin to plan postwar channels of mer- 
chandising in the Pacific Northwest, 4 
series of meetings for electrical dealers 
and contractors have been staged jn 
ten cities and towns in Washington, 
under the sponsorship of the utilization 
section of the Northwest Electric Light 
and Power Association. Attendance 
numbered 978, 360 were dealers and 
contractors. 


Utility Merchandising 


C. E. Hess of the Puget Sound 
Power & Light Co., chairman of the 
section, presented utility plans for 
dealer cooperation and stated on be- 
half of his own firm, that if it were 
found to be economically possible, the 


Berkeley Snow, executive secretary, 
NELPA, in a demonstration. 


company would not engage in the mer- 
chandising of appliances anywhere in 


| the territory but would leave this 


function solely to dealers. The utility 
will furnish promotional activities in- 
cluding home service, promotion of 
adequate wiring among all elements 
of the building industry, lighting pro- 
motion in all fields, promotion of farm 
uses, and further expansion of the 
company’s experimental laboratory for 
testing new applications. 

D. B. Leonard of the Pacific Power 
and Light Co. presented the story of 
the manufacturers and distributors, dis- 
playing advertising, pamphlets and 
other literature which is now being 
made available to dealers to help them 
formulate their postwar plans. 

Function of the Association in aiding 
a united industry to bring about ef- 
fective promotion of electrical appli- 
ances was discussed by Ross B. McEI- 
roy of the Washington Water Power 
Co., while George W. Allison, formerly 
with E.E.1., now with Puget Sound 
Power and Light, closed with an in- 
spiration address under the title “When 
the Shooting Is Over”. 


Demonstrations Given 


Interspersed between the talks were 
demonstrations of new and _ recent 
equipment which will find postwar 
markets, presented by Berkeley Snow, 
executive secretary of the Association. 
Fluorescent lighting, the precipitron 
for cleaning dust particles from air and 
interior heating by means of silver base 
paint were among the innovations 
shown. Meetings were held at Mt 
Vernon, Seattle, Olympia, Wenatchee, 
Okanogan, Spokane, Walla Walla, and 
Yakima in Washington, Lewiston, 
Idaho and the Dalles, Oregon. 
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FS POLYPHASE 








POLYPHASE MOTORS THAT 


When two or three-phase power is available, 
the Type FS Polyphase Squirrel-cage Induction 
Motor not only provides constant speed and 
high torque, but handles the tough, heavy-duty 
jobs with never a grumble. 


Starting Torque of 225 to 350%—with 200 
to 270% breakdown torque, in relation to 
running torque. These motors are designed to 
start on full voltage without injury, and can be 
reversed while in motion by use of proper 
reversing switch. 


No commutator brushes, centrifugal switch, 
clutch mechanism or short circuit device—bear- 
ings and shaft constitute the ov/y wearing parts. 


PICK THIS MOTOR 


@ Where polyphase circuits Type FS Polyphase Squirrel-cage 


are available Induction Motor 


e Where constant speed is nancies 


needed 
HORSEPOWER—% to % 


e Where high starting VOLTS—110, 220, 440, 550 
torques are required 

e Where quiet operation is 
desirable 25 cycles—1425 
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CYCLES—60/50 (dual frequency) or 25 


SPEEDS—(approximate full load rpm) 
60 cycles—3450, 1725, 1140, 860 
50 cycles—2850, 1425, 960 





The rugged design of the Type FS Motor 
makes it the ideal selection for use on machine 
tools, pumps, compressors, and other industrial 
applications. Especially recommended for fans 
and blowers which demand quiet operation. 


ASK FOR APPLICATION HELP 


Small motors have gone to war—some on wartime 
applications of peacetime products—many others on 
specialized war applications. For condensed informa- 
tion on Westinghouse Small Motors, the Westinghouse 
Small Motor Selector (Booklet 3075-A) summarizes the 
data presented in these “Torque Talks”. Write for your 
copy of this helpful aid to proper motor selection. 
Westinghouse Electric & Manufacturing Company, 
East Pittsburgh, Pa. J-03196 








Westinghouse 


PLANTS IN 25 CITIES... OFFICES EVERYWHERE 


SMALL MOTORS 
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From the bottom of the Pacific Ocean 
and still in operating condition! That 
is the story of performance of Signal 
fans told above. 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Offices in all 
Principal Cities 
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STEWART-WARNER FRANCHISE—Congratulations are in order upon the comple- 
tion of a franchise agreement appointing Butler Brothers the first new post-war dis. 
tributor of Stewart-Warner radios. Floyd D. Masters (left) manager, radio division, 
Stewart-Warner Corp., and C. E. Gunther, Butler Bros., inspect the franchise which 
designates Butler sole distributors in the St. Louis and Dallas territories, while J, R. 
Brandenburg (right) of the Stewart-Warner radio division looks on approvingly. 





are R. Paul Burns, president; R. A 





DISTRIBUTORS 
APPOINTED 





American Ironing Machine Co. 


Joseph Groshans, general sales man- 
ager of the American Ironing Machine 
Co., Algonquin, Illinois, manufacturers 
of the Simplex line of ironers, an- 
nounces the appointment of the follow- 
ing new distributors: 

Gas Engine and Electric Co. of 
Charleston, South Carolina, who will 
cover the southern half of South Caro- 
lina and Chatham County in Georgia. 

Hopkins Equipment Co, of Atlanta, 
Georgia, who will cover the State of 
Georgia and six counties in northwest- 
ern South Carolina. 

Southern Bearings and Parts Co. of 
Charlotte, North Carolina, who will 
cover the western half of North Caro- 
lina except the western border counties 
and northern part of South Carolina. 

Summers Hardware and Supply Co. 
of Johnson City, Tennessee, who will 
cover the northeastern part of Tennes- 
see, southwestern part of Virginia and 
the western border counties of North 
Carolina. 

Texas Wholesalers of Dallas, Texas 
who will cover the northern half of 
Texas up to the Northern Panhandle. 

Charles F. Faulkner of Springfield, 
Missouri, who will cover the south- 
western part of Missouri and Craw- 
ford and Cherokee Counties in Kansas. 

Valley Appliances of Knoxville, 
Tennessee who will cover the central 
part of Tennessee and the southeastern 
border counties of Kentucky. 


Apex Electrical Mfg. Co. 


A. C. Scott, vice president in charge 
of sales of the Apex Electrical Manu- 
facturing Co., announced recently that 
two new major distributors would han- 
dle the Apex line of washing ma- 
chines, ironers and vacuum cleaners. 
These two new distributors are Judson 
C. Burns Co., of Philadelphia, and 
American Wholesalers in Washington, 
bm. Cc. 

The Judson C. Burns organization 
will control the distribution of Apex 
products in Eastern Pennsylvania, 
southern New Jersey, and part of Dela- 
ware. Present officers of the company 
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Sholl, vice president, and R. W. Brown, 
treasurer. 

American Wholesalers, Washington, 
D. C., will distribute Apex products in 
the District of Columbia, state of 
Virginia, and parts of Maryland. The 
organization was started in 1931 and 
expanded in 1937, to include kitchen 
furniture, floor coverings, radios, re- 
frigerators, and electric water heaters. 


Barlow & Seelig Mfg. Co. 


Appointment of three distributors 
for Speed Queen washers and ironers 
in California has been announced by 
P. J. Daniels, general sales manager 
for Barlow & Seelig Mfg. Co., Ripon, 
Wisconsin. The new distributors are 
Coast Radio Supply, San Francisco, 
for northern California, Century Dis- 
tributing Co., Los Angeles, for the 
southern part of the state, and Lester 
Distributing Co., Sacramento, for the 
Sacramento valley area. 

The Wallace R. Lynn Co., San 
Francisco, will act as factory agents 
for Speed Queen for the entire state 
of California. 


Crosley Corp. 


Appointment of the Southwestern 
Electrical Appliance Co. of Amarillo, 
Texas as distributor for The Crosley 
Corp. in northwestern Texas has been 
announced by B. T. Roe, manager of 
distribution. Southwestern Electrical 
Appliance is owned by Harvey South- 
worth who started in business in 1935 
and has built up a business with an 
annual sales volume of approximately 
$1,000,000. Other partners in the firm 
are Glenn Frazier and Robert Lewis. 


Keeler in Pennsylvania 


Appointment of the E. Keeler Co. 
as distributor of Crosley in the central 
part of Pennsylvania was also an- 
nounced by Mr. Roe. They will handle 
the full line of Crosley radios and re- 
frigerators in that area, and, in addi- 
tion, will stock a complete line of parts 
for service and repairs. 

The E. Keeler Company which was 
established in 1864 is directed by F. T. 
Moore, who has been president of the 
firm for the past 45 years. Other 
officers in the firm are R. D. McLain, 
vice president; John F. Goodenow, 
secretary; Charles W. Miller, sales 
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Evanair and West- 
inghouse Electric 
Supply Company— 
a great selling com- 
bination of two fa- 
mous names—will 
bring to dealers, 
everywhere, an 
amazing oil-fired heating line—the new post- 
war Evanair. 





Coupled with advanced Evans engineering and 
smart styling by Walter Dorwin Teague, ace 
American industrial designer—Evanair space 
heaters, water heaters and furnaces will create 
unprecedented public demand. 


Incorporated in these new heating units are 
new principles of combustion developed by 
Evans engineers in building superb heating 
equipment for the Armed Forces—equipment 
in compact, miniature size that established 
new high standards of heating performance. 


It should be remembered that, long before the 
war, these same Evans engineers originated 
fan-forced, circulating, floor-level heating 
which made Evans space heaters famous. 


A WARM PROMISE 


Distributed Through Westinghouse 
On Exclusive Basis 


With 79 national distributing offices, Westing- 
house Electric Supply Company will bring to 
heating dealers a maximum of convenience 
and cooperation in handling the Evanair line. 
Aggressive merchandising, forceful advertis- 
ing, thoughtful contact—all are an incentive 
to do business with Evanair and Westinghouse. 


The fact that Westinghouse Electric Supply 
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EVANS PRODUCTS 
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DETROIT 27, MICHIGAN 
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WAIT ’TIL YOU SEE IT! 





Company sells the Evanair oil-fired line on 
an exclusive basis is a tribute to its quality— 
an endorsement of its value—an invitation to 
you dealers who want to lead the field. 


Profits Built On Popularity 


In the gigantic replacement and new home 
markets, Evanair products will fill a positive 
need. Priced to meet competition, designed 
with features that challenge comparison, styled 
to fit into the modern home setting and backed 
by the famous Evans name—the Evanair line 
is bound to be a big, fast-selling profit-producer 
for heating dealers. For franchise details write 
today to Evans Products Company, 15310 
Fullerton, Detroit 27, Michigan. 


* * * 
Vision to Anticipate the Needs 
of Tomorrow Creates New 
Industries Today te 
PRESIDENT 


Evans War Products: Machine Gun Mounts ¢ Tank and Automotive 

Heating and Ventilating Equip eE ir Water Heaters « Aircraft 

Engine Mounts e Airplane Landing Gear Beams e Battery Separators 

e Prefabricated Houses ¢ Molded Plywood Products ¢ Skyloader « Utility 

Loader ¢ Auto-Loader ¢ Auto-Railer e¢ Auto-Stop « Stampings « 
Evanair D ic Heati i 
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manager; Herbert R. Sloatman, ass’t 
secretary ; George W. Crawford, chief 
engineer. 

Appointment of the Richardson- 
Wayland Electrical Corp..of Roanoke, 
Virginia as distributor for Crosley in 
Central Virginia has also been an- 
nounced. In addition to Mr. Richard- 
son who is president and general man- 
ager other officers of the company are 
A. D. Miller, secretary and treasurer, 
C. D. Johnston, sales manager, and 
M. R. Akers, service manager. 

Appointment of the Dorrance Supply 
Co. of Youngstown, Ohio, as distrib- 
utor in the northeastern part of Ohio 
and the central western part of Penn- 
sylvania was also announced by Mr. 
Roe. R. G. Dorrance, who is owner 
and manager of the Dorrance Supply 
Company was formerly president of 
the Brown-Dorrance Electrical Co., 
Pittsburgh, 

Appointment of Lehigh Valley Dis- 
tributors of Hazelton, Pa. as Crosley 
distributors in the northeastern part 
of Pennsylvania, was also announced. 


Emerson Radio 


Announcement has just been made 
by Charles Robbins, vice president in 
charge of sales of Emerson Radio and 
Phonograph Corp., New York City, 
of the appointment of Western Mass. 
Distributors, Inc., Springfield, Mass., 
as distributors of Emerson Radio prod- 
ucts in that territory. Heading this 
company as sales manager is Herman 
Fleischman. Edward P. Cahill is 
treasurer. 

Appointment of Albany Garage and 
Appliance Distributors, Inc., Albany, 
N. Y.; Mid-Hudson Electric Supply 
Corp., Poughkeepsie, N, Y.; and Rye 
Auto Supply Co., North Little Rock, 
Arkansas, as distributors of Emerson 
Radio products in their respective terri- 
tories, was also announced by Charles 
Robbins, vice-president of Emerson. 


Electromaster 


In step with the post-war policy of 
Electromaster, Inc., peacetime manu- 
facturers of domestic and heavy duty 
electric ranges and water heaters, 
Gerald Hulett, vice president, an- 
nounces the appointment of five dis- 
tributors in various sections of the 
United States: 

D. W. May Corp., of New York 
City; Luckenbach and Johnson, Inc., 
Allentown, Pa.; Electric Supply Co., 
Atlanta, Ga.; Air Engineers, Inc., 





Birmingham, Ala.; and Automatic 
Home Equipment Co., Chattanooga, 
Tenn., are included in the appoint- 
ments. 


General Electric 


The General Electric Supply Corp, 
New York City, and the General Elec- 
tric Supply Corp., Newark, New 
Jersey, have been appointed wholesale 
distributors for General Electric radio 
receivers. The New York house as- 
sumes the responsibility for the sale 
and service of these products in the 
Metropolitan New York area, except 
for Richmond Borough (Staten Is- 
land). This latter territory plus north- 
ern New Jersey will be sold by the 
Newark house, according to H. A. 
Crossland, manager of sales for the 
General Electric Receiver Division at 
Bridgeport, Connecticut. 

General Electric radio receivers pre- 
viously were sold in the metropolitan 
area by the Metropolitan Distributing 
Branch of General Electric. 


Majestic Radio & Television Corp. 


According to an announcement by 
E. A. Tracey, president of Majestic 
Radio & Television Corp., Chicago, 
the Gerlinger Equipment Co., Toledo, 
Ohio, of which Rudolph A. Gerlinger is 
president, has been appointed the 
Majestic Radio distributor franchise 
for the Toledo area. 

Gerlinger, in addition to Majestic, 
distributes the Gibson line of refriger- 
ators. 


Noblitt-Sparks Industries 


Three new companies to distribute 
new lines of Arvin radios, small elec- 
trical appliances, metal laundry tubs 
and other products manufactured by 
Noblitt-Sparks Industries, Inc., have 
been announced by Sam Salmanson, 
president of Salmanson and Co., New 
York. 

One of the new companies, Arvin- 
Salmanson Co., of New England, Inc., 
located in Boston, will serve all of 
New England. Another, Arvin-Sal 
manson Co., of New York, Inc., New 
York City, will serve the New York 
metropolitan area including West- 
chester County to Poughkeepsie and 
New Jersey up to but not including 
Trenton. The third is the Arvin- 
Salmanson Co., Inc. which will be 
located in  Baltimore—serving the 
Baltimore and Washington areas. 





KAY-STERN SIGN WITH ADMIRAL—A new company, Kay-Stern Distributing Co. 
Pittsburgh, Pa., has been formed to handle Admiral appliances. Left to right: Sidney 
Rogovin, eastern regional manager for Admiral; Harold Kay and Norbert Stern of 
Kay-Stern and L. H. D. Baker, vice-president in charge of appliances of Admiral Corp. 
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#leres one 
Postwar Kitchen 
thats already in use! 


Loney Good Housekeeping presents a dream kitchen, it’s a dream that 
can come true right now. 


We have built such a kitchen at Good Housekeeping Institute and it’s in 
use and proving its efficiency every day. 


Cabinet doors slide up instead of pull- 
ing out. Prevents bumps on the head. 












Outstanding features of this kitchen are the cabinets, details of which 
you see here—cabinets with slide-up doors; vertical files; easy-to-reach 
racks; convenient electrical outlet. Every one of these improvements can 
be installed in TOMORROW’s kitchen! 


We'll be glad to:send manufacturers’ blueprints and photographs of all 
these kitchen cabinets—or any detail—FREE OF CHARGE. All you have to 
do is fill out the coupon below. We’re not interested in, nor do we want, 
any royalties. 


Metal Edge 


Even if you don’t use the plans. . . if they merely stimulate your think- 
ing, we'll feel our efforts were justified. For we consider it part of our job 


to act as go-between—to tell you what women need in the home and try to 
help you answer those needs. 





Pullout side shelf provides space for 
mixing bowls, measuring cups, ete. 


No other magazine—we feel safe in saying—goes so far in bringing manu- 
facturer and consumer together. No other aims to serve both maker and 
user to such an extent. 


And it is this larger definition of seRvIcE, we feel, which has won for us 
the continued faith of millions—a faith we propose to hold by every means 
at our command. 











oa OR 4 REFUND op 


"Guaranteed by > 
Good Housekeeping 


IF DEFECTIVE OR ow 
Seras Apverristo THES 


* We give this seal to no one— 
the product that has it, earns it. 


Pullout | Panel 







Pullout side panel provides space to 
hang small kitchen equipment. 












° | Good Housekeeping 
00 ouse ee In 57th Street & 8th Avenue 
New York 19, N. Y. 
The Ho k > | Please send me blueprirts of your new kitchen cabinets. 
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“Found a dealer who had parts 
for my make of washing ma- 
chine.” 





“Found authorized service listed 
in Classified for my radio. Firm 
was in my neighborhood.” 




















The Classified lists service men 
for our make of refrigerator." 


































vertised brands. 


after-the-war sales, 





ESULTs of surveys throughout the country 
prove pretty conclusively that people every- 
where “look in the Classified” for sales and serv- 


ice information as well as to find dealers in ad- 


For example, when they look under the many 
familiar trade marks of electrical appliances 
that are listed there, they find the local author- 
ized outlets with their addresses and telephone 


numbers. This means more service business and 


\ 


The habit of looking in the Classified, so uni- 
versal today, makes it profitable to be identified 
with the trade marked products you represent. 
Why not check into the sales-building possibili- 
ties of the Classified for the post-war period? 
Call the Business Office of your 


telephone company now. 









VACUUM 
CLEANER 
REPAIRS 





“I located company taking care 
of my make of vacuum cleaner 
through the Classified.” 





See | 














“The Classified helped find a 
certain brand of sewing machine 
store near my home.” 





W/ 


ELECTRIC 
REPAIRING 





“When I broke my toaster I lo- 
cated name of firm and called 
through the Classified.” 
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Blackstone Corp. 


Recent distributor appointments, ac- 
cording to P. S. Moynihan, vice-presi- 
dent in charge of sales for the Black- 
stone Corp: 

Gross Distributors, Inc., New York City 

Elliott-Lewis Electrical Co., Inc., Phila. 
delphia 

Henry O. Berman Company, Baltimore 

Biehl's Auto Parts, Potsville, Pa. 

Woodson and Bozeman, Inc., Memphis 

Swing Master Products, Inc., Indianapolis 

Rudning-Roberston Company, Water. 
town, S. D. 

Alemite Co., El Paso, Texas 

Cross & Rogers, Little Rock, Ark. 

Southwestern Co., Inc., Dallas, Texas 

Pallo & Sons, St. Louis, Mo. 

Crawford & Thompson Inc., Atlanta, Ga, 

E. B. Latham & Co., of Newark, 
N. J. will continue as Blackstone dis- 
tributors for their area. Nate Lewis of 
New York City continues as Black- 
stone’s divisional sales manager in the 
northeastern area. 


Butler Bros. Appointed 


Following through on its program of 
expansion in the home furnishings 
field, Butler Brothers has recently ac- 
quired exclusive distribution of several 
additional important lines. Gibson 
electric refrigerators and _ electric 
ranges will be distributed exclusively 
by Butler Brothers in Chicago and 
northern Illinois; Stewart-Warner 
radios, in St. Louis and Dallas and 
their vicinities; and Crown Stoves in 
St. Louis, Baltimore and \\Vashington. 
From the company’s Minneapolis and 
Dallas branches the Horton washing 
machines and ironers wil! be exclu- 
sively distributed. 


Kay-Stern to Handle 
Admiral in Pittsburgh 


A new firm under the name of Kay- 
Stern Distributing Co. has been formed 
to handle Admiral products in Pitts- 
burgh. The company will occupy an 
eight story building at 808 Penn Ave- 
nue. 

Harold Kay, one of the partners, 
has been general sales manager of 
Hamburg Brothers, Pittsburgh, for 
the past 13 years. Norbert Stern is 
head of the International Finance Co. 
with headquarters in Pittsburgh. 


Tracy-Wells Co. 


R. C. Hager, vice-president and gen- 
eral manager of The Tracy-Wells Co,, 
and of its two major appliance sub- 
sidiaries, The Arnold Wholesale Corp. 
Cleveland, Ohio, and Appliance Dis- 
tributing Co., Columbus, Ohio, an- 
nounces the appointment of Eddie W. 
Forester as sales manager of The 
Arnold Wholesale Corp., Cleveland, 
major appliance distributor. 

Mr. Forester first spent three years 
as department manager with the Fire- 
stone Tire & Rubber Co., Cleveland, 
resigning to accept a pusition with 
Strong, Carlisle, Hammond Co., where 
he spent the next four years, during 
which time he became the first ex 
clusive auto radio salesman in Ohio. 
In 1934 he joined The Arnold Whole- 
sale Corp. as territorial sales managet, 
which position he held until February 
1942, 
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IT WILL NEVER 
BE POPULAR! 


AN “AUTOMATIC 











When an entire industry plays “follow the 
leader” —that’s significant! For imitation is the 
sincerest form of flattery. But the Bendix Auto- 
matic Home Laundry defies imitation. It is, 
and will continue to be, the “one-and-only” of 
the field. Exclusive in its operation. The only 
automatic with over 300,000 pre-war machines 
in daily household operation. The only machine 
that can claim to be first in popularity—with 


Z WE'VE GOT AN. 


“AUTOMATIC” 


= 700! 


JUST LIKE 1 ALWAYS SAID 


IT’S WHAT THE PUBLIC WA 














more women wanting to buy it than the 5 next 
most popular washers combined! And Bendix 
will again lead this fall, with a barrage of ex- 
citing ads in such magazines as Life, Mc- 
Call’s, Parents’, True Story, Better Homes and 
Gardens, American Weekly, Good Housekeep- 
ing, and 23 Sunday newspaper supplements! 
With radio messages reaching two out of three 
radio sets day after day, from coast to coast! 


BENDIX Home Laundry 


BENDIX HOME APPLIANCES, Inc., South Bend, Indiana... Pioneers and Perfectors of the 
Automatic “Washer”... Not Affiliated With Any Other Organization of Similar Name 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1944 


— 


NTs! 





PAGE 107 





7, a 


When peace comes, we'll be ready, in a hurry—to supply Chromel 
heating element wire to the device makers. After that, it shouldn’t be long 
until these good heating devices will be moving in and out 
of your store. A rich market awaits for these products 
because of their ever trustworthy performance, through their Chromel 

elements. Again we remind you that devices first became 
reliable, with the discovery of Chromel in 1906. They are now so 
dependable, the user scarcely gives a thought to the heating 
element, which is a tribute to its very fine performance. But before Chromel, 
the elements were such a nuisance, there was just about no 
market for devices. Chromel created the market. 
Fortunately, we have no “conversion prob- 
lem”. It will merely be Chromel returning home 


from the war. Meanwhile, Catalog-M might 


HOSKINS 
CHROMEL 


ELECTRICAL HEATING ELEmERT 


WIRE 


be handy to your Service Dept. 





HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 
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LAUNDROMAT SHOWING—The Laun- 
dromat, Westinghouse automatic washer, 
was given its first far western showing 
recently in a preview before its exhibi- 
tion at the Fall Market in San Francisco, 
July 24-29. Frank Brownson, Vale Free- 
land and C. H. Guy of the company's 
appliance division were in attendance. 


Sees 5,000,000 FM Sets 
in 18 Months Post-War 


More than 5 million FM home radio 
receivers, some of which may retail at 
$60, will be on the market within 18 
months after the war, with the total 
going as high as 20 million within 5 
years, H. A. Crossland, manager of 
sales, Receiver Division, of the General 
Electric Co., predicted in a recent 
address before the National Associa- 
tion of Music Merchants in Chicago. 

As soon as the government author- 
izes civilian production of radio equip- 


- ment, ke estimated that from-five to six 


months will be required by the industry 
before it can begin large scale mer- 
chandise production. 


G-E All-out on FM ' 


Beginning with first production, Mr. 
Crossland said, FM will dominate Gen- 
eral Electric's product design, mer- 
chandising and advertising programs. 

“Our plans call for FM receivers in 
all but the lower priced brackets. We 
believe that our first post-war line, 
produced under unrestricted conditions 
will consist of FM models to the extent 
of approximately 20 percent by units 
and 60 percent by dollar volume. While 
this may appear to be low, it must be 
remembered that in normal times, 
judged by pre-war standards, the small 
five-and-six tube sets comprised be- 
tween 60 and 70 percent of all sets 
produced. Omitting these small inex- 
pensive sets from the picture, we expect 
our post-war line to consist of FM 
sets to the extent of 80 to 90 percent 
of all remaining types.” 

“This does not necessarily mean that 
FM will be confined to the higher 
priced sets. We believe that it is pos- 
sible to produce AM—FM receivers 
with excellent performance at the pres- 
ent time that would retail at $60.00, 
based on pre-war prices. To reduce 
prices below this figure and at the 
same time maintain high levels of per- 
formance which FM receivers must 
have is not going to be an easy job. 
We think, however, that it can and 
will be done.” 
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Remember Proctor’s 


famous SCORCN-7EST ? 


Pre-war laboratory scorch-tests proved 
Proctor Irons heated more evenly than 
any other tested. Proctor gave you an 
iron with no “hot spots”, no “cold spots” 
—and gave you scientific facts to prove it! 


“On the way! 
Evens finer 


Proctor Appliances! 


Smart new designs ...improved features 
...new highs in performance ...they’re 
all in the post-war appliances coming 
from Proctor laboratories after Victory! 
Meanwhile, let’s all “Back the Attack” 
with War Bonds. 


NEWSMAKER 
IN APPLIANCE MERCHANDISING 


PROCTOR 


PROCTOR ELECTRIC COMPANY—DIVISION, PROCTOR & SCHWARTZ, INC., 





PHILADELPHIA 40, PA. 
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Winkler coal stokers, received its third Army-Navy "E" the same day its 1,000 
employees topped their Fifth War Bond quota. Shown in the picture are three of 
the four Winkler brothers who founded the stoker company. They are, left to right, 
Walter N. Winkler, plant superintendent, Carl J. Winkler, president, and Herman E, 
Winkler, executive vice-president. The fourth brother, Maurice F. Winkler, was away 
on a business trip when the picture was taken. 





Sees Big Television 
Market In Post-War 


Approximately $25,000,000 has been 
invested in television research and de- 
velopment by the radio industry to get 
television ready for the public, accord- 
ing to James H. Carmine, vice-presi- 
dent in charge of merchandising for 
Philco Corp., speaking before the 
Radio Executives Club television semi- 
nar recently. 

“Probably never before has the pro- 
duct of a great new industry been so 
completely planned and so_ highly 
developed before it was offered to the 
public as has television,” Mr. Carmine 
said. “Through long years of re- 
search and development, the television 
art has been so perfected that the pro- 
duct itself and the ‘service it renders 
will be ready for the public in a highly- 
developed state as soon as the war is 
over.” 

A recent consumer survey revealed 
that 86% of the people would like to 
have a television receiver in their 
homes, Mr. Carmine pointed out. Few, 
if any, post-war wants are more 
general. 

“Because it is a highly technical 
scientific instrument, a television re- 
ceiver to operate properly must be in- 
stalled by skilled personnel and serv- 
iced by those who are especially trained 
in this work,” Mr. Carmine continued. 
“Here again television will start off 
with a great advantage over automo- 
biles, radios and all our modern house- 
hold appliances in that a large body of 
experienced personnel, who have had 
the benefit of Army and Navy radio 
and high frequency training, will be 
ready to handle installation and service 
as soon as the war is over. We esti- 
mate the number of these expert serv- 
icemen, who can be given the latest 
television information very quickly, at 
20,000. 

“Present television broadcasting is 
within the reach of about 25,000,000 


persons, if receivers were available,” . 
Mr, Carmine said. “If all the stations - 


for which permits have been requested 
are constructed, television coverage 
would expand to 70,000,000 people— 
more than half the population of the 
country. The New York-Philadelphia 


relay link which Philco has developed 
sets a pattern whereby the stations in 
different cities can be tied together to 
begin a national hook-up and make the 
outstanding shows and news events 
of the country available to the tele- 
vision audience.” 


G-E Forms Farm 
Industry Division 


Creation of a new Farm Industry 
Division of the Apparatus Department 
has recently been announced by J. E. 
N. Hume, commercial vice-president, 
General Electric Co., with George A. 
Rietz as division manager. The new 
division will be responsible for the de- 
velopment and promotion of business 
in the farm field. 





GEORGE A. RIETZ 


Mr. Rietz joined the test department 
of General Electric in 1926 and one 
year later conducted a course in rural 
electrification, the first sponsored by 
the company. From 1928 to 1930, he 
was district rural electrification special- 
ist in the midwest and then was trans- 
ferred to Schenectady in charge of the 
Rural Electrification Section, Central 
Station Department until 1941, From 
1941 until his recent appointment, he 
was general assistant to the manager 
of the Customer Division, Central Sta- 
tion Division. 
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THE FIRST CLEAR PICTURE 
OF TELEVISION PROFITS 3 


Just as Allen B. DuMont, by his develop- 
ment of the Cathode-ray Tube, created the 
first clear image on the television screen... 
so DuMont now offers you the first clear 
picture of your coming television profits. 
Commercial television will begin, shortly 
after victory, very much like radio. There 
will be assemblers of television sets in the 
lower price brackets. There will be manu- 


facturers of instruments at medium prices. 
And there will be DuMont... definitely 


building to an ideal, rather than to price. 

If you are in a position to sell this highest 
market level...already being intensively 
cultivated by DuMont national advertising 
... then you will want to feature the post- 
war DuMont Television-Radio Receivers. 

That’s the way the Television picture is 
shaping up on the bright screen of tomor- 
row... brought into ever sharper focus 
under the leadership of Allen B. DuMont, 
Keep your eye on it... watch DuMont! 


Copyright, 1944, Allen B. DuMont toboratories, Inc. 
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ALLEN B. DuMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVENUE, PASSAIC, N. J. 
TELEVISION STUDIOS AND STATION WABD, 515 MADISON AVENUE, NEW YORK 22, NEW YORK 
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* Whirlpool Wringer Washers — packed with improvements. 


* Whirlpool Cabinet lroners — complete in every detail. 


%* Whirlpool Portable Washers — to meet a definite need. 


% And a remarkable new Automatic! 


‘ ‘ CHGINEERS - MANUFACTURERS . DISTRIBUTORS 
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DEEP THINKING ON POST-WAR—H. C. Bonfig, Zenith Radio corp's vice president 
in charge of household radio (right), discusses future merchandising plans with E. L 
Davis and Jim Pause of Reinhard Bros. Co., Inc., Zenith distributors in Minneapolis, 
Fargo, and Aberdeen, at a party given for Zenith distributors. 





HAVE YOU HEARD... 





Paciric Gas & ELECTRIC EXECUTIVES 
admit themselves puzzled at the number 
of ranges and water heaters which con- 
tinue to be connected to their lines de- 
spite the halting of appliance produc- 
tion after Pearl Harbor. During 1942, 
they report, 5,492 ranges and 3,451 
water heaters were connected. In 1943, 
an estimated 3,000 ranges and 2,000 
water heaters went on the lines. 


Orvar Nits Ericson, for 22 years a 
toolmaker at General Electric’s Bridge- 
port plant, was signally honored re- 
cently at a rally in recognition of his 
suggestion which speeded the produc- 
tion of the new remote control fire 
control system of the B-29 Superfor- 
tress. Ericson was awarded $2,000 for 
his suggestion. 


Horton Mrc. Co. has just been 
awarded its third star for the Army- 
Navy “E” flag originally presented to 
the company on Jan. 27, 1943. The 
same honor has been accorded General 
Electric’s Pittsfield, Mass. plastics 
plant. 


Gorpon L, Hayes, pioneer appliance 
dealer of Troy, N. Y., is getting ready 
for post-war by doubling his display 
and service space in a move to new 
quarters at 297 River St., corner of 
Fulton St. To mark the event, he held 
a removal sale with 20 percent off on 
giftwares and electrical items. 


STERLING SMITH, chief of the Refrig- 
eration and Air Conditioning Section, 
General Industrial Equipment Division, 
WPB. has resigned because of poor 
health. Following a rest, he will go to 
Chicago to assume the ftmanagership 
of the commercial refrigeration division 
of Mills Industries. His successor at 
WPB is Charles M, Stuart. 


Harry W. Gray, until recently as- 
sistant to the general sales manager of 
the Airtemp Division of Chrysler 
Corp., has joined Manning, Maxwell & 
Moore. 


D’E.t1a Etectrric Co., Bridgeport, 
Conn., wholesale radio and appliance 
distributors, celebrated their 27th anni- 
versary recently by staging an “Open 
House” for their dealer organization, 


Goon HousEKEEPING magazine js 
using large space in 1,500 daily news- 
papers and 8,200 weeklies to spotlight 
safe methods of canning food at home. 


Frank C. Lee, well-known furniture 
and industrial designer of Grand Rap- 
ids, Mich., has been commissioned by 
Meissner Mfg. Co. Chicago and Mt 
Carmel, Ill., to design their radio- 
phonograph cabinets, according. to G. 
V. Rockey, executive vice-president of 
the company. 


WituraM S. JAmEs, 62, former dis- 
trict manager of major and heating ap- 
pliances for Landers, Frary & Clark, 
died recently in Washington, D. C. 


ALFRED AUERBACH, for the past two- 
and-a-half years chief of durable goods 
pricing at OPA, has resigned to open 
his own New York office, where he will 
act as merchandising and sales con- 
sultant to manufacturers in these fields. 
Mr. Auerbach was formerly editor of 
Retailing Home Furnishings. 


S. S. Brunpice has been appointed 
manager of the office of the General 
Electric Supply Corp. at Portland, 
Oregon, succeeding George A. Boring, 
who has held the post for many years. 
Boring has been assigned to special 
work on utility accounts in the North 
Pacific district, to work with them in 
planning their future loads. Brundige 
has been with the company for eleven 
years and recently has held the position 
of sales manager in Portland. 


Norce Division of Borg-Warner 
Corp. has increased its distributorships 
37 per cent during the war, it was dis- 
closed recently by M. G. O’Harra, 
vice-president in charge of sales 
O’Harra said that the firm, while hold- 
ing its original organization intact, 
added 22 new distributors throughout 
the nation with the result they now 
total 80 as compared with 58 before the 
war. 
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ml Rittenhouse will ‘give ut loyou 


... full and complete, the first comprehensive picture of 
the chime business based on an exhaustive three-phase 
survey conducted by Rittenhouse in conjunction with 
nationally known marketing research organizations. 
Never before has such a scientific investigation been con- 
ducted in behalf of the chime business. It is more than a 


mere sampling of opinion, from which conclusions may 


You cant 
ny Si 


information... 


be drawn. It is the concentrated essence of mass thinking 
on the subject, boiled down from thousands of interviews 
covering the basic income groups in each geographic 
division of the country. The three-phase study, which 
began in May, is a continuing one that will not be com- 
pleted until early Fall. It has involved long and extensive 


planning. It will be completed at considerable cost. 


THE THREE STEPS OF THE RITTENHOUSE STUDY: 


First it went to the distributor. The facts 

now coming in from this source are forming 

a new picture of the wholesalers’ version of 

the future chime business; the unbiased 
and considered opinion of the most successful business planners 
and thinkers in the field of wholesale distribution. 


The dealer, the outlet that actually sells the 
product to its user. By this means Ritten- 
house will know, and can tell you, what 
retailers, independent dealers, department 
stores think can be done to make chime sales easier, results more 


profitable. 


MENOWéE 


The third step in this extensive fact finding cam- 

é ; paign is to the consumer. Not to a few, not in a 

: spotty sampling and inconsequential manner but 

oy, }) to thousands of home dwellers throughout the 

| nation. In 129 key trading areas, covering every 
section of America from towns of a few thousand 

population to the largest metropolitan districts, the probe of 
Rittenhouse research will be felt. A cross-section of the thinking 


of 58% of the population of the country—representing the dis- 
tilled opinion of 77 million people. 


Next month Part Two of Rittenhouse’s Report To Its Trade, giving 
actual facts developed through the studies, will be carried in lead- 
ing electrical appliance trade magazines. Be sure to watch for it. 


The A. E. Rittenhouse Company, Inc. 
Honeoye Falls, New York 


TOMORROW'S BETTER DOOR CHIMES 
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MANUFACTURING COMPANY | 
Executive and General Sales Offices . 
New York « San Francisco « Los Angeles - Washington, D.C. 
Plants located at 
Bayonne, N. J. Danville, Penna. Portland, Ore. bs 
Birmingham, Ala. Houston, Texas Salt Lake City, Utah Sane 
Chicago, Ill. New Orleans, La. Sparrows Point, Md. ‘eA 
Maywood, Richmond, South Gate and Stockton, Calif. A 

es 
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...and a Rheem Automatic Water Heater 


for every fuel. 


RHEEM 





a RHEEM eranr 


SERVES YOUR MARKET 


ROM Coast to Coast ... from the Great Lakes to ae 
Fie Gulf... there are fifteen Rheem plants to serve 3 
you no matter where you are located. Whether you are 
located in the east or west, the north or south, there is 
a Rheem plant to serve you. ke 


j ae 


a4 











Rheem makes automatic water heaters especially 
engineered for every type of fuel— 
electricity, natural gas, manufactured 
gas, liquid petroleum gas, ail and coal. 
Every Rheem Heater is designed to 
extract the maximum value from the 
fuel it uses. 





There is a Rheem plant in every market 


Now available in limited 
quantities . . . Rheem Automatic 
Electric Water Heater. 








4 SP a 











LUMINITE Wall Switch Plate 


Associated Products Co., 74 East Long St., 
Columbus, Ohio 


Device: Lighted wall switch plate. 

Selling Features: Tiny shielded light 
comes on automatically when room 
lights are turned out and remains off 
when room lights are burning, mak- 
ing switch easy to locate in dark; 
molded as single piece of ivory plas- 
tic with housing at top for fractional- 
wattage glow lamp and mechanism; 
bulb used, the manufacturers claim, 
costs only 2¢ per year for current. 
Fits any standard switch and works 
on 3- and 4-way switch arrange- 
ments. 

Price: $1. Electrical Merchandising, 
September, 1944. 





STEEM ELECTRIC Irons 
Steem Electric Co., St. Louis, Mo. 


Models: Pacemaker models 425 and 
411. 

Selling Features: Model 425 weighs 6 
Ibs; non-corrosive aluminum shell; 
chrome plated grey iron sole plate; 
plastic filler cap; and streamline 
handle; recessed contact points; 
concealed safety valve; 600 watt 
nickel-chrome wrapped _ element; 
110-120 volts a.c. or d.c. 

Model 411, featherweight model, 
weighs 5 lbs; a.c. or d.c. 

Prices: $13.95 each.—Electrical Mer- 

chandising, September, 1944, 





G-E Irons 
General Electric Co., Bridgeport, Conn. 


Device: 2 automatic type irons manu- 


factured in G-E’s Ontario, California 
plant under recent OPA and WpR 
rulings. 

Selling Features: Both models’ wij 
be of prewar quality with only minor 
modifications in external finish; de. 
livery is expected to begin in Sep. 
tember—GE’s regular distributor; 
will receive first shipment and re. 
tailers will be able to offer irons for 
sale to general public shortly after. 
wards. Details as to wattage, weight 
and other specifications were not re. 
vealed. 

Price: Illustrated model, $8.55; the 
other model will retail at $5.70 in. 
cluding tax.—Electrical Merchandis. 
ing, September, 1944. 





ELECTRESTEEM Vaporizer 


Electric Steam Radiator Corp., 
6188-12th St., Detroit, Mich. 


Device:  Electresteem combination 
vaporizer, bottle warmer and steril- 
izer, 


Selling Features: As vaporizer medica- 
ment is used and ample steam is 
gently diffused from 4 low-pressure 
openings; dual vaporizing chambers 
vaporize water at 212 degs. F,, and 
medicinal oil at 180 degs. prolonging 
effectiveness of medicinal oil. May 
also be used in nursery as milk 
warmer by removing cap—small 
quantity of water is used in boiler— 
heating cereals; sterilizing nipples, 
spoons or bottle caps. 

Price: $2.25 plus excise tax. Eler- 
trical Merchandising, September, 
1944. 


v 


Bartlett Heads NAWB 
Plan Committee 


J. S. Bartlett, managing director, 
The Electric Institute of Washingtos, 
D. C., has been appointed chairman 0 
the Plan Committee of the National 
Adequate Wiring Bureau, succeeding 
C. M. Fife, of West Penn Power Co, 
who found it necessary to resign be 
cause of the pressure of additional com 
pany duties. The appointment of Mr. 
Bartlett was made by Herbert Metz 
chairman of N.A.W.B.’s_ Executive 
Committee. 

At the same time, announcement 
was made that John A. Morrison, mat 
aging director of The Electrical A* 
sociation of Philadelphia and a leagut 
representative on the Plan Committee, 
has been.appointed to the Executive 
Committee in place of Mr. Bartlett. 
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elco Radio products are proved in use 


Delco Radio products—millions of units—are proving themselves in use. In \ 
motor cars Delco auto radios have been serving dependably for years. In tanks, 
ships, aircraft, mobile artillery and field units, Delco radio and electronic equip- 
ment is meeting the stern tests of battle. Doubly important today is Delco 
Radio’s ability to combine engineering vision with manufacturing precision. 


Put Your Dollars In Action 
BUY MORE WAR BONDS 
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Getting Set! 


We aren’t jumping the gun... but we'll be “on our 


marks” when the signal sounds. 


At present, we're turning out war stuff... have been 
all along, you know. And we'll be giving that job 


all we've got, till it’s finished. 


But we're thinking ahead to V-Day, too. We’ve been 
cultivating your customers, building up the postwar 


demand for Toastmaster products. 


Ever since Pearl Harbor we’ve been advertising in 
the Saturday Evening Post, Life, and Collier’s. Re- 
cently we added True Story, Parents’, Bride’s Maga- 
zine, and Electricity on the Farm... to remind more 


people that Toastmaster* products are coming back. 


So don’t you worry about the demand! All you'll 
need is the merchandise. And we've been thinking 


about that, too. 





TOASTMASTER Azodlucha 


**ToasTMasTeR” is a registered trademark of ToastuasteR Propucts Division, McGraw Electric Company, 


Elgin, Ill. Copyright 1944, McGraw Electric Co. 
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NEW POSITIONS OF THE MONTH 





Galvin Mfg. Corp. 


Paul V. Galvin, president of Galvin 
Mfg. Corp., makers of Motorola home 
and car radios, announces the appoint- 
ment of Wm. H. Kelley as general 
sales manager of the corporation, 

Bill Kelley is well and favorably 





WILLIAM H. KELLEY 


known to the radio trade, having been 
an important sales executive of RCA 
for a period of 20 years. He recently 
resigned as their regional manager of 
the San Francisco district, and will 
assume his new duties with Motorola 
on September 1, 1944. Prior to his 
RCA association, Mr. Kelley spent 
two years in the sales department of 
Garod Radio. F 

Mr. Galvin states that the manage- 
ment of the Motorola sales and prod- 
ucts organization is otherwise un- 
changed. Elmer H. Wavering will 
continue to head the Car Radio Di- 
vision, Walter H. Stellner will con- 
tinue as manager of the Home Radio 
Division, and N. E. Wunderlich re- 
mains sales manager of the Police 
Radio Division. Advertising and Sales 
Promotion activities will be handled 
by Victor A. Irvine. 


Norge-Borg-Warner 


W. M. Davis, for the last 20 years 
in the home appliance business, has 
been appointed gas range sales man- 
ager of the Norge Division of Borg- 
Warner Corp., it was announced by 
M. G. O’Harra, vice president in 
charge of sales. 





W. M. DAVIS 


Davis has been with Norge since 
July 1, 1936, when he joined the firm 
as gas and electric range specialist with 
territory from Cleveland, Ohio, to 
Florida, later serving as district sales 
manager for Tennessee, Arkansas, 
Mississippi and Louisiana. 


National Electrical 
Wholesalers Association 


Bob Hill has been appointed director 
of the Appliance Division of the Na. 
tional Electrical Wholesalers Associa. 
tion according to an announcement by 
Charles G. Pyle, managing director, 





ROBERT HILL 


Mr. Hill has a broad background and 
experience of over 20 years in the 
electrical appliance field. Formerly, 
he was assistant to the president of 
the Council of Electric Operating 
Companies, assistant sales manager of 
Philadelphia Electric Co., sales man- 
ager of Allen-Ingraham Co. and field 
director of the Association of Electra- 
gists. 

The new Appliance Division will 
serve all wholesalers interested in the 
merchandising of electrical appliances 
and will cooperate closely with all 
other branches of the industry such as 
manufacturers, dealers or retailers and 
utilities on a national basis in meeting 
the post-war public demand for appli- 
ances. 


Delco Appliance Division 


From Rochester, N. Y., comes the 
announcement of two _ important 
changes in the sales organization of 
Delco Appliance Division of General 
Motors Corp. 

M. Lawrence Judd has been ap- 
pointed sales manager of Appliances, 
and Charles E. Smith assistant sales 
manager in charge of oil heating equip- 
ment. Both men have been with 





M. LAWRENCE JUDD 


the company for a number of years. 

Among the products manufactured 
by the Delco Appliance Division are 
Delco automatic heating equipment for 
oil, gas and coal; Delco light and 
power plants; Delco-Light batteries; 
Delco water systems. 
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FLORENCE STOVE COMPANY 


General Offices and Plant: 
Gardner, Mass., Western Offices 
and Plant: Kankakee, Ill. Sales 
Offices: No. 1 Park Avenue, New 
York; 1459 Merchandise Mart, 
Chicago; 53 Alabama St., S.W., 
Atlanta; 301 No. Market St., Dallas. 
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“Lorence 
ALL-STEEL GAS RANGE 


@ Even in peacetime this array of features would be 
impressive. But—coming as they do now—they 
emphasize the kind of leadership you can expect more 
and more from Florence. Dealers and householders 
everywhere have been quick to spot the greater value 
not only in the Florence All-Steel Gas Range but also 
in the rest of the Florence home front group, includ- 
ing an oil range, an oil stove and oil heaters. 
Meanwhile, our war jobs are getting the Number 
One attention, with production of Florence Ranges 
and Heaters going forward as rapidly as possible. 











"E” flies above 
our Kankakee 
Shell Plant, for 
excellence in 
war production. 


FLORENCE 


ELECTRIC RANGES 
/ GAS RANGES. OIL HEATERS. 
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[HE PART YOU CAN'T SEE... 





é fp There is a connection between a helmet, 
EM today’s war, and your post-war products. 
ng 


_ 3% ‘Today's fighters are protected as a knight in 
~ Y= armour never was... part of that protection 

is due to research in rubber .. . part of it is 
due to precision production. 


— 


Both of these things will pay dividends in your post-war 
products. Johnson is making rubber parts to a thousandth 
of an inch tolerance . . . parts that depend on specially 
developed formulas to stay resilient at 75 degrees kelow 
zero... and stay firm at hundreds of degrees above 
... all this at high pressures... 


Thousands of such small parts make the efficient, unbeat- 
able operation of America’s war machines possible... 
all Johnson Rubber production today is for Uncle Sam. 


There will come a day, though, when we all have to think 
about transferring the boys’ names from the honor roll 
to the pay roll, and getting back to our regular job of 
supplying a peacetime market. To meet that great day 
with a minimum of time waste is important to the boys 
coming back . . . and important to you. 


Lay your plans now. Let us help you. Johnson engineers 
and designers can help you solve problems in your post 
war products .. . and come up with the right answers in 
the right kind of rubber in the specific part you need... 
and this precision in rubber perfected in wartime will 
serve you well in peacetime. 


We will be ready to supply you when the time comes . . . but 
the time to think about it and plan ahead is now ... not then. 





Since 1895 


OHNSON RUBBER COMPANY 
Middlefield, Ohio 
MOLDED & EXTRUDED RUBBER PARTS FOR INDUSTRY'S VITAL ASSEMBLIES 


Indispensable in War— Essential in Peace 


The 
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Philco Corp. 


Election of William Balderston, for- 
merly vice president in charge of the 
commercial division, to the position of 
vice president in charge of operations, 
and a member of the Executive Com- 
mittee of Philco Corporaton, was an- 





WILLIAM BALDERSTON 


nounced recently by John Ballantyne, 
president. 

Mr. Balderston attended the Uni- 
versity of Wisconsin and saw service in 
the last war as an officer with the 
Lafayette Division. From 1919 to 
1930 he was vice president and factory 
manager of the Ray-O-Vac Company 
of Madison, Wisconsin. 

In 1930 Mr. Balderston joined Philco 
to organize the Car Manufacturers 
Division to handle sales of automobile 
radios to the motor industry. The pio- 
neering engineering and promotional 
work of this Division under his direc- 
tion was largely responsible for the 
great popularity of automobile radios 
today and Philco leadership in this 
field. 

In 1941, Mr. Balderston was elected 
a director and vice sssliaal al Philco 
with offices in Washington to be in 
charge of the company’s important war 
work, including the production of radar 
and radio war equipment, for the 
Army and Navy. 


Four New Division Managers 


Promotion of four Philco Corp. sales 
executives to positions as division man- 
agers in the company’s post-war distri- 
bution organization was announced re- 
cently by Thomas A. Kennally, vice- 
president in charge of sales, 

Joseph R. McCoy, who came to 
Philco in 1936 from the U. S. Rubber 
Co. and has served as district manager 
in various territories, has been named 
manager of the Atlantic Division, with 
headquarters in Philadelphia. 

Joseph A. Bilheimer, who joined the 
company in 1935 and has also served 
as district manager for the company, 
becomes manager of Philco’s Central 
Division, with headquarters in Chicago. 

John F. Leahy has been chosen to 
be manager of Philco’s Yankee Divi- 


JOSEPH R. McCOY 


SEPTEMBER, 


J. A. BILHEIMER 
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sion, with headquarters in Boston. Mr. 
Leahy was a former sales manager of 
Philco Distributors, Inc. in New York 
City and has been district representa- 
tive in the Boston area since 1940, 
John E. Ramsey, who has served the 
company as district representative in 
a number of territories, most recently 





JOHN E. RAMSEY 


in Kansas City, has been named man- 
ager of the company’s Southwest Di- 
vision, with headquarters in that city. 


Stewart-Warner Corp. 


F. A. Hiter, senior vice president 
of Stewart-Warner Corp., has an- 
nounced the appointment of Floyd 
Masters as manager of the Radio Divi- 
sion and at the same time disclosed the 
corporation’s post-war program cover- 
ing production of radio products. 

Masters, since 1939 Midwest district 
manager for Stewart-Warner appli- 
ances, was formerly general sales man- 
ager for General Refrigeration Corp., 
Beloit, Wis. His experience in radio 
dates back to 1928, when he was sales 
manager of the radio division of 
Grigsby-Grunow Majestic Co. He is 
replacing L. L. Kelsey who resigned 
to join Belmont Radio Corp. 

“Stewart-Warner definitely will re- 
main in the radio business after the 
war,” Mr. Hiter said, “and will manu- 
facture consumer sets to be merchan- 
dised through normal distribution chan- 
nels. Our production will include AM 
and FM sets for both the general and 
farm markets in a wide variety of table 
and console cabinets.” 


Graybar Electric Co. 


Effective July 1st, John W. Horne 
became manager of Graybar Electric 
Co.’s Savannah branch. He succeeds 
Harry B. Stanton, who is retiring 
from the company after 43 years of 
service. 

Mr. Horne joined Graybar in 1933, 
serving first at Miami, later at Savan- 
nah and Tampa, and then returned to 
Savannah in 1942 as combination sup- 
ply and appliance salesman. 


JOHN F. LEAHY 
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M 
~ PUTS MONEY IN YOUR POCKET! 
ile 
A $6,000,000 ADVERTISING PROGRAM and the soundest These Leading Manufacturers Will Build 
idea in merchandising history will help you cash in Matchless “CP” Gas Ranges For You 
ne on the postwar market for 12,000,000 Gas Ranges. A-B STOVES, INC. _ > O*KEEFE & MERRITT CO. 
r The merchandising idea is the famous “CP” Seal*. AMERICAN STOVE CO. ROBERTS & MANDER STOVE CO. 
ng CALORIC GAS STOVE WORKS GEO. D. ROPER CORP. 
of GAS RANGES BEARING THIS SEAL will be built by 20 manu- CRIBBEN & SEXTON CO. STANDARD GAS EQUIPM’T CORP. 
33, facturers to meet the highest performance pegs tent ga Co. inc esce aly 
: ; ‘ : : ., INC. 
~ specifications of engineers and home economists of GLENWOOD RANGE CO. 
- the entire Gas industry. But that’s not the only = JAMES GRAHAM MFG. CO. viciepaasciats 
eaten Gate Bee CE" Gee % : GRAND HOME APPLIANCE CO. CLARE BROS. & CO., LTD. 
$ ry “C . —— - I be HARDWICK STOVE CO. GURNEY FOUNDRY CO., LTD. 
tested by independent laboratories to provide ac ertified A. J. LINDEMANN & HOVERSON CO. MOFFATS, LTD. 
and recognized consumer buying guide. __, ( 
> ; MAIL COUPON FOR YOUR “CP” KIT NOW! 
.suvaten soniseSegessnavunentbiedmentinadtetiaibenedtben 
WRITE TOD ig “CP” i ildi it! ' 
¥ wid for the big CP Business Building Kit ' Assn. of Gas Appliance and Equipment Manufacturers 
It’s packed full of sales helps and ideas to increase | 60 East 42 Street, New York 17, N. Y. 
floor traffic now and build profitable prospects for | I'm interested. Please send me the “CP" Business Building Plan Ki. 
postwar sales. apes 
i? ‘ 
2 "Registered Trade Mark of the Association of H c 
Gas Appliance and Equipment Manufacturers ; ompany. 
' Address 
THE FLAME THAT WILL BRIGHTEN YOUR FUTURE : 
H City. State 
EE . 
NG 
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Remember These Three Additional Advantages 
about 


‘“‘The Ironer with the 30-inch Roll’”’ 


1. Conlen means cooler ironing. The Heat Trap Dome 
is so constructed that over 90% of the heat that ordinarily 
escapes is concentrated directly on the ironing surface of 
the shoe. The insulated heat dome prevents escape of this 
essential ironing heat, uses it for better ironing and makes 
a cooler, more pleasant ironing atmosphere for the 
operator. 

2. Conlon’s positive, 2-speed planetary gear system per- 
mits 2 different ironing speeds without the operator having 
to stop the machine. The Conlon is the only ironer on the 
market to change from fast to slow speed, and back again, 
without stopping the machine or disengaging the gears. 

3. Conlon Ironers have maximum ironing pressure at all 
times. Because of the sturdy head construction and the 
famous sag-proof ironing roll, a powerful tension spring 
is used in the Conlon Shoe Arm, resulting in the Conlon 
engineered correct proportion of pressure and heat for 
perfect ironing results. 


Remember—No Conlon Ironer has ever worn out! 


“The Ironer with 
the 30-ineh Roll’ 





CONLON CORPORATION 


1824 S. 52nd Ave. Chicago 50, Ill. 
CONLON QUALITY IRONERS AND WASHERS 
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Magnavox Co. 


Frank Freimann, executive vice 
president of the Magnavox Co., has 
announced the appointment of George 
H. (Rock) Smith as sales manager of 
the radio-phonograph division. Mr. 
Smith was connected with the Edison 
General Electric Appliance Co, of Chi- 
cago for the past 8 years, as general 
merchandising manager and later as 





Westinghouse 


R. M. Beatty, manager of the Elec. 
tric Range Department of the Elec. 
tric Appliance Division of the West. 
inghouse Electric & Mfg. Co, 
has announced the appointment of Mel. 
vin E. Lanning as merchandise man. 
ager of the Range Department. 

The new merchandise manager first 
came with Westinghouse in 1915 in the 





GEORGE H. SMITH 


general sales manager. Mr. Smith will 
operate from the home office in Fort 
Wayne. 

In his new position, Mr. Smith will 
direct the Magnavox post-war sales 
plans, which, in addition to merchan- 
dising the new line of Magnavox in- 
struments, includes a_ scientifically 
designed sales and service training 
course for dealers and salesmen. 

Mr. Freimann pointed out that under 
the new sales manager’s direction, 
Magnavox will adhere to its pre-war 
sales policy of merchandising radio- 
phonographs only as musical instru- 
ments and fine pieces of furniture 
through carefully selected dealers, 


Elliott-Lewis Electrical Co. 


Frank R. Elliott, Jr., president of 
the Elliott-Lewis Electrical Co., Inc., 
Philadelphia, Pa., announces the ap- 
pointment of Bruce A. Dean, as vice 
president. 

Mr. Dean has a wide experience in 
the electrical and distribution field, and 


M. E. LANNING 


Denver, Colo., office. He served in 
World War 1 from 1917 to 1918. At 
the end of the war, he returned to 
Westinghouse in the electric appliance 
sales in the Colorado area. In 1933, 
Mr. Lanning was connected with West- 
inghouse Electric Supply in Salt Lake 
City, and in 1935 and 1936 he operated 
his own appliance dealership in Cali- 
fornia and the next year went with the 
Intermountain Appliance Co., West- 
inghouse distributor in Denver, Colo, 

Mr. Lanning, who has been with 
Westinghouse for 24 years, has been 
stationed in the Westinghouse St. Louis 
office since 1937, serving successively 
as Southwestern District range super- 
visor, Southwestern District sales de- 
velopment manager. 


Admiral Corp. 


Ross D. Siragusa, president of Ad- 
miral Corp., Chicago, announces the 
following changes in executive posi- 
tions which were approved by the 
Board of Directors at a meeting held 
recently. 

J. B. Huarisa was elected executive 





BRUCE A. DEAN 


since the start of the war has been 
closely associated with war produc- 
tion. He was with the General Elec- 
tric Co. for many years where he 
gained great and important experience 
first in accounting and finance, and 
later in appliance sales. He is well 
known in the Philadelphia market, 
leaving in January, 1942, for the posi- 
tion as special assistant at Washington, 
D. C., to the General Electric Co., vice 
president in charge of purchasing. 
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J. B. HUARISA 


vice-president in charge of production 
and engineering for all divisions of the 
company. Huarisa was formerly vice- 
president and radio plant manager. 
Irwin Mendels, formerly president of 
Radio Products Corp., Chicago, which 
was absorbed by Admiral, was elected 
chairman of the Executive Committee 
Richard A. Graver was made vice 
president in charge of the Radio Dir 
vision. Graver was formerly midwest 
regional manager of Admiral. 
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For faster handling 


by AUR EGRESS 










into smaller units 


HE handling, loading, and unloading of AIR EXPRESS shipments is 
5 speedy operation. Crews are well-trained and skillful. They 
know and appreciate the importance of making connections, quick 

delivery. That is why a big bulky shipment that could have been 
broken into smaller units is a disservice to shipper and receiver 
alike. It simply cannot be handled with the same speed 
given to ordinary shipments. So to expedite your own 
shipments be sure they’re made up in easily- 
handled units whenever possible. 


A Money-Saving, 
High-Speed Wartime Tool 
For Every Business 


Asaresult of increased efficiency developed to meet wartime demands, 
rates have been reduced. Shippers nationwide are now saving an 
average of more than 10% on Air Express charges. And Air Express 
schedules are based on “hours”, not days and weeks—with 3-mile- 
a-minute service direct to hundreds of U.S. cities and scores of 
foreign countries. 


WRITE TODAY for ‘North, East, South, West’”— an informative 
booklet that will stimulate the thinking of every executive. Dept. 
PR-9, Railway Express Agency, 230 Park Ave., New York 17, N. Y., 


or ask for it at any local office. 


Gers there FIRST 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 







































ESTATE POSTWAR PROFIT JINGLES: 


My tip an the tuelish question ? 
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/ The Baxters are stubborn 2 While the Bentleys won’t budge 
as a long-eared mule from their fixed belief 

They’re sold on oil heat That any heater but a coal one 
...and no other fuel is sure to bring grief 




















§ 





RO 


3 F 


Effie Magrew is a : While Nellie 0. Bumstead 
mind-made-up lass is decided... won’t change 
She’s going to do She’s entranced with the thought 
all her cooking with gas of an electric range 








3d For postwar success, 
your tip and your cue is: 

Don’t argue fuels, 
when all you need do is... 


LINE UP WITH THE ‘‘FUEL-PROOF”’ 


\) We don’t say you can’t ever turn a customer around. But 
fuelish arguments are a lot more likely to have her turning 
on her heel and heading for the dealer who sells the appliance 
she wants for the fwe/ she wants to use. The answer? Be 
ready with the fuel-proof line of Estate cooking and heating 
appliances. There'll be an Estate Range, an Estate Water 
Heater and an Estate Heatrola after the war for all fuels—all 
sold under one famous trade name that women know and 
respect. Like to know more about Estate postwar plans and the 
“fuel-proof” line? Your nearest Estate sistributor would like 
to talk to you about it. Write. We'll send you his name. 


THE ESTATE STOVE COMPANY, HAMILTON, OHIO: ESTABLISHED 1842 









When peace comes... 


it will be Garand 


A product may be the world’s best, 
but its sales depend largely on the 
strength of its distribution. So, in 
addition to planning a fine postwar 
Grand Gas Range, an outstanding 
distributor network has been organ- 
ized, with a list of names that reads 
like a ‘“‘Who’s Who” of appliance 


merchandising. 


This basic groundwork will assure 
GRAND dealers of quick delivery of 
ranges, quick service on parts, con- 
structive merchandising help, and a 
smooth-geared working relationship 


for profitable postwar business. 


GAS RANGES 


GRAND HOME APPLIANCE COMPANY « CLEVELAND, OHIO 
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Evans Products Co. 


Appointment of Harold T. Bodkin 
as sales promotion manager, is an- 
nounced by A. W. Shields, general 
sales manager Evanair division, Evans 
Products Co., Detroit, Mich. 

Mr. Bodkin’s earlier experience was 
that of an advertising copywriter with 
Detroit and Cleveland department 





HAROLD T. BODKIN 


stores and in sales promotion depart- 
ments of Detroit newspapers. Later, 
he became assistant advertising man- 
ager of Stewart-Warner Corp., Chi- 
cago, being responsible for many of the 
promotional campaigns developed for 
their radio, refrigeration, automotive 
and specialty lines. 

Just prior to joining Evans Products 
Co., Bodkin spent one year with the 
Ford Motor Co., where he wrote the 
Students’ Manual and _ Instructor’s 
Manual used in the training of Army 
personnel at the Ford Tank Engine 
School. 

Mr. Bodkin’s new duties with Evans 
Products Co. will center upon national 
sales promotion for the new Evanair 
line of space heaters, water heaters, 
floor furnaces and other heating equip- 
ment manufactured by the company. 


Meissner Mfg. Co. 


Appointment of Ray R. Hutmacher 
as district manager of the Meissner 
Mfg. Co., Mt. Carmel and Chicago, 
Ill., was announced recently by G. V. 
Rockey, executive vice president of 
the company. 

Mr. Hutmacher recently resigned as 





R. R. HUTMACHER 


manager of the Midwestern division 
of Utah Radio Products Co., Chicago. 
He had been with Utah for the past 
nine years and since the war has had 
complete charge of the company’s 
contract work with the Signal Corps of 
the U. S. Army, 
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Krich-Radisco, Inc. 


Krich-Radisco, Inc., New Jersey's 
large radio and appliance distributor, 
announces the appointment of Andrew 
K. Leach as general sales manager of 
the company. 

Krich-Radisco, Inc. are exclusiye 
wholesale distributors in New Jersey 
for RCA, Victor records, Kelvinator, 





ANDREW K. LEACH 


Bendix, Ironrite, New Home and Ew. 
reka products. They have recently 
augmented their lines and have added 
to the above, American all-steel kitch- 
ens and Estate gas ranges and 
Heatrolas. 

Mr. Leach has served in various sales 
capacities in his 15 years with Krich- 
Radisco. On coming with the com 
pany in 1929, he was in charge of 
RCA Victor sales in the Pennsylvania 
territory—at that time served by Krich- 
Radisco—for a period of six years, 
In 1935, he was transferred to the 
Newark office, served in various sales 
and merchandising activities. 


Bendix Home Appliances, Inc. 


Wilbur C. Jones has rejoined the 
advertising department of Bendix 
Home Appliances, Inc., where he will 
assist Walter J. Daily, advertising d- 
rector, Bendix announced recently. 
Mr. Jones returns to South Bend after 
serving 24 years with the War Pro- 
duction Board in Washington as a 
branch chief in the Salvage Division 

Mr. Jones started in the appliance 
business under Walter Daily in 199 
with General Electric. 





WILBUR C. JONES 


He left New York to join the Bi 
son General Electric Appliance (0. ® 


Chicago, where he had charge of sales f 


promotion for Hotpoint’s refrigeratio 
and home laundry equipment depatt 
ments for several years. He leit Hot- 
point to join Bendix originally in 199. 
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FIRST vo maxe NEW 


Dickens dared to break with the literary traditions of his time, dared to 
write of the manners, the customs, the problems and the hopes of the com- 
mon man. Worse still! He even wrote in the very speech of the common 
man! Sophisticates blushed in their teacups . . . this couldn’t be literature 
for literature wrote only of Milord and Milady and entourage. But the 
millions read, responded, and immortalized him. ; ; 


Fogg such tradition-breaker entered the magazine world just 25 years 
‘ Se A ern of the common man, with stories of the common man, and 
i appeal si rejected every editorial dictum lacking the common 
seen meen pe brought new Wage Earner millions into the magazine- 
og a — ore than that—True Story fostered the growth of a whole 

eld of publications, influenced the basic pattern of older magazines, 


made its influe 
nce felt in news : 
itself, papers, radio, movies, and in advertising 


Be i of the Wage Earner, True Story has grown in influ- 

with Wage me: a ¥* with him. There are times when the common touch 

~ et merica is of first importance, be it for national unity 

Pm ei uilding sales volume. That is why True Story has become 
il remain of first importance in magazine-America. 


Fi 
‘OR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE TRUE STO RY 


T 
a en MAN. WELL INFORMED, THE GREATEST 
E TOWARD BUILDING THE peal WE WANT. 
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When a hot skillet or cooking pot is moved from the burner to a porcelained range-top, 
it can’t harm the gleaming surface. Any smudge that might be left can be wiped off easily 
with a damp cloth. 


This is because porcelain enamel will withstand great heat. 
It is a glass-hard mineral substance fused on a special kind 
of iron at 1550°F. 





Porcelain is easy to clean after using. It seldom needs scrub- 
bing or scouring and its attractive appearance lasts the life 
of the appliance. 





Even highly acid lemon juice can be left overnight on a 
porcelain-finished range or refrigerator having an acid- 
resisting finish—without permanently staining the glossy 
surface. 





rie FIGHT 
These practical household advantages will make porce- elP FINISH BONDS 
lain the ideal finish for the home appliances you will sell with WAR 
after the war. Many will be porcelain on Armco Enam- 
eling Iron—the most widely used metal base for this 
exacting purpose. 













Your manufacturers are now making war equipment. 
But they are also planning ahead for better post-war 
appliances that you will be proud to sell. Porcelain 
enameled products have proved their worth to your 
customers. You can sell them easily, with confidence in 
their quality —and with a good profit to your store. The 
American Rolling Mill Co., 1851 Curtis St., Middletown, O. 
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Westinghouse Electric & Mfg. Co, 














Frank E. Bodine, Utah and Idaho 
representative for the Westinghouse 
Electric & Mfg. Co. since 1928, and 
manager of the Salt Lake City office 
since 1941, has been transferred to San 
Francisco as manager of the company’s 
San Francisco office, according to 





FRANK E. BODINE 


Chas. A. Dostal, vice-president in 
charge of the Pacific Coast district, In 
his new position, Mr. Bodine will take 
over the San Francisco duties here- 
tofore handled by Mr. Dostal. Mr, 
Bodine is currently president of the 
Electrical League of Utah. 





STANLEY M. JOHNS 


Stanley M. Johns, who joined West- 
inghouse in 1926 and left in 1933 to 
join the staff of a Southern California 
utility company, later returning to the 
Westinghouse organization, succeeds 
Mr. Bodine as manager of the Salt 
Lake City office. 


Casco Products Corp. 


The management of Casco Products 
Corp., Bridgeport, Conn., announces 
the appointment of three new members 
to their engineering and production 
staff. 

Edmund L. Sejman, former plant 
production manager at Manning, Max- 
well & Moore for 22 years, is ap- 
pointed assistant production manager 
and will act as coordinator of engi- 
neering, manufacturing and assembly 
on the company’s M-48 fuse contract 
for the Army. Ionel Cotnareau, former 
founder and owner of the Cotna fac- 
tory in Versailles, France, only plant 
in France manufacturing electrical 
time switches, has been appointed @ 
member of the company’s engineering 
staff. U. Sykes Mozneck, formerly 
with Samson-United Corp. and Strom- 
berg-Carlson Corp., is appointed to 
Casco’s engineering staff as industrial 
designer. 
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Models 1827D and 
2025C. Direct 
raelalsl-34i-teMaalohicls 


Models 2418C and 
3018C Belt Driven 


NEW UTILITY FANS 


ARE linly Quiet 


The streamline fan ring permits a smooth flow of air 
with minimum turbulence and noise .. . the fully 
enclosed motor is resilient mounted . . . low rota- 





tive speeds further air quiet op- 
eration. Other features are low 
power consumption and rigid, 
welded construction. Belt-driven 
models have variable pitch pul- 
ley for simple speed adjustment. 
All models are easily installed 
by means of the rigid, heavy 
gauge steel ring mounting. 











Utility Propeller Fans, Centrif- 
ugal Blowers and Evaporative 
Air Coolers are available under 
WPB regulations. Write for com- 
plete catalogs and literature. 

















UTILITY can corporation 
4 ial Viclil-tol ae Kote -Valet=i- a 


rae i ek Glo liticlaaitc! 


4851 S 


Peace - time manufacturers of the Famous Utility Air 
Koolers, Blowers, Fans, Floor Furnaces, Circulating 
Heaters, Unit Heaters, Forced Air Furnaces. 
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postcard will bring you all the facts. 


THE DEXTER COMPANY 


FAIRFIELD, IOWA 
MAKERS OF THE FAMOUS DEXTER TWIN TUB AND 


SINGLE TUB WASHERS FOR HALF A CENTURY 
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Forty years ago, when these devices were the last 
word in electrical wonders, GRAYBAR was already 
building its background of judgment on the 
soundness and saleability of electrical merchan- 
dise. Early in the game, we learned to distinguish 
the sheep from the goats. 

Today, with many new devices already in the 
development stage, GRAYBAR Specialists are well 
prepared to pre-select the better of these for your 


post-war stock. GRAYBAR is keeping in close con- 


AW\ 


‘4 NY 


..GRAYBAR’ was there to help you choose 


tact with leading manufacturers, old and new, so 
as to keep you quickly and fully advised on 
what’s coming and when to expect it. 

When the time arrives for you to begin re- 
stocking, you will find GRAYBAR ready with com- 
plete sales information on the best of the new 
devices. In the meantime, we will continue work- 
ing to distribute fairly among our dealers the 
electrical appliances released to us under war-time 
allocation plans. 5507 


*Then known as the Supply Department of the Western Electric Co. 


75 Years of Electrical 
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Sylvania Electric 
Products, Inc. 


Frederic J. Robinson has been pro. 
moted to the position of sales manager 
for Latin America, it was announced 
recently by Walter A. Coogan, directo; 
of the International Division, Sy!vania 
Electric Products Inc. 

“A few months ago Sylvania an- 
nounced the formation of this new diyj- 
sion to prepare for expanded world- 
wide operations,” said Mr. Coogan, 





FREDERIC J. ROBINSON 


“and the promotion of Mr. Robinson 
to the post of sales manager for Latin 
America is the first appointment of 
major importance in the organization 
of our staff. 

Before joining Sylvania in December, 
1942, Mr. Robinson was with the Gil- 
lette Safety Razor Co. As export 
sales manager for Latin America, he 
gained wide knowledge of export sales 
to Mexico and Central and South 
America. Earlier in his career Mr, 
Robinson was an electrical contractor 
dealer in Wellesley, Mass., serving 
several Greater Boston communities, 
and a large-scale builder in Florida. 
For a time. he operated his own firm 
of personnel experts, performing em- 
ployment and consultative work in 
Boston. 


Adel Precision Products Corp. 


George R. Pizarro, former western 
sales manager for Norge, has been ap- 
pointed manager of the new New York 
City, engineering service office of Adel 
Precision Products Corp., Burbank, 





GEORGE R. PIZARRO 


Cal., according to an announcement by 
Ray Ellinwood, president of the com- 
pany. 

Organized in 1937 to manufacture 
cinematographic and household prod- 
ducts, Adel’s post-war reconversion 
plans call for the production of vacuum 
cleaners, electric mixers and other 
household products, in addition to color 
cameras and projectors. They are at 
present engaged in war work. 
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CASCO PRODUCTS=~CORPORATION ¢ BRIDGEPORT #© CONNECTICUT 
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FATHER TELECHRON OPENS THE DOOR 


to a big post-war electric clock business 


=m, 





Post-war electric clock business is going to be BIG BUSINESS. 

Plan now to get your share by selling Telechron electric clocks. 
Before the war, Telechron clocks were the most popular electric clocks 
sold—and they will be again after victory. 

We're planning now to make Telechron clocks as soon as we've 
finished our war job and can get materials. That means you'll get 
Telechron clocks quickly. Noiseless and self-starting, they will need 
no winding, no oiling. They'll be the best and finest built. 

When you sell one Telechron clock, you open the way to repeat 
sales. There’s a need for a Telechron clock in every room in the house. 


© 12% million families—or one-third of all 
American households—would buy alarm 
clocks if they were plentiful. 


A recent survey 
by the 


War Production © 67 per cent who couldn’t buy alarm clocks 
* reported real inconvenience or hardship. 
Board 


showed— 


e Im 1944 only 10 per cent of the demand for 
alarm clocks was met. 


e Of39 items surveyed, alarm clocks ranked first 
among things consumers would buy if they 
could. 


*The WPB has permitted limited manufacture of self-starting, 
synchronous electric war alarms. See your distributor. 





HERE ARE JUST 2 OF THE TELECHRON CLOCKS YOU'LL BE SELLING 





REPORTER 
Electric alar.n that’s bound to be popular 


PATRON 
For trustworthy, accurate time in the kitchen 











Telechron 


REG. U. S. PAT. OFF. 
WARREN TELECHRON COMPANY, ASHLAND, MASS. 
Makers of Telechron Electric Clocks and Synchronous Motors 
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A. O. Smith Corp. 


The A. O. Smith Corp., Milwaukee, 
Wis. has appointed H. L. Bilsborough, 
widely known in the stoker industry, 
as manager of stoker sales. 

One of the pioneers in the stoker 
field, Mr. Bilsborough entered this 
business in 1928 in the Chicago market. 





H. L. BILSBOROUGH 


His first connection was with the Iron 
Fireman Mfg. Co., where he advanced 
to district representative, covering the 
territory of Illinois, Indiana, and Ohio. 
In January of 1934 he became asso- 
ciated with Fairbanks, Morse & Co. as 
sales manager of their newly formed 
stoker division. He was promoted to 
manager of the division in July of 
1938 and held that position until re- 
signing in February of this year. 


Norma-Hoffman Bearings Corp. 


Frederick W. Mesinger has been 
elected vice president in charge of 
sales of the Norma-Hoffman Bearings 
Corp., Stamford, Conn., according to a 
recent announcement. Mr. Mesinger 
has been connected with the company 
for the past 24 years, and for the past 
16 years has been district manager of 
the New York office. 

Two other appointments were also 
announced: Robert L. Miller, assist- 
ant sales manager, to be Eastern sales 
manager; and Carl W. Hedler, assist- 
ant sales manager, to be Western sales 
manager. 


Easy Washing Machine Co. 


Two important sales organization 
changes at Easy Washing Machine 
Corp. were revealed recently by W. H. 
Reeve, general sales manager, with 
the announcement that Bernard L. 
Finn, advertising manager, had re- 
signed to join the advertising staff of 
Life magazine, and Richard E. Weiss 
had been named Easy’s new advertising 
manager. 





RICHARD WEISS 


Prior to joining Easy in 1939 as 
assistant advertising manager, Mr. 
Weiss held the position of advertising 
manager for Samson-United Corp. 
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Proctor Electric Co. 


R. M. “Bob” Oliver, former assist- 
ant general sales manager of the 
Proctor Electric Co. and “daddy” of 
the nationally-known Proctor “Swap 
Plan,” has been elected vice-president 
in charge of sales, according to an 
announcement by T. W. Allen, chair- 


i 


OE al 





R. M. OLIVER 


man of the board of directors. Mr, 
Oliver will be in charge of all sales 
and advertising. 

Mr. Oliver has been associated with 
the electrical industry since 1927. He 
handled merchandising advertising for 
Nebraska Power, through Bozell & 
Jacobs, advertising agency. He was 
subsequently advertising director of 
Iowa-Nebraska Light & Power and 
traffic appliance sales manager for 
the same company. In 1937, he went 
to Westinghouse where he directed 
advertising and sales promotion on a 
number of the company’s products. In 
1940, he accepted a position as account 
executive for Proctor’s advertising 
agency and two years later was named 
assistant to R. E. Imhoff, vice-presi- 
dent in charge of sales for Proctor. 


Westinghouse Radio 


Appointment of Harold W. Schaefer 
as assistant manager of the Radio Re- 
ceiver Division of the Westinghouse 
Electric & Mfg. Co. is announced 
by Walter Evans, vice-president. 

“Mr. Schaefer will be in charge of 
the Division’s engineering and produc- 
tion activities, under Harold B. Don- 
ley, manager of the Division,” Mr. 
Evans said. “He brings to his new 
post a background of more than eigh- 
teen years of radio and other house- 
hold equipment engineering and pro- 
duction management experience,” 


Wilcox-Gay Corp. 


Gerald E. Murphy, will join the 
sales staff of the Wilcox-Gay Corp. it 
was announced recently by Warren 





GERALD MURPHY 


Hasomeier, vice-president, in charge 
of sales. Mr. Murphy has been associ 
ated with the Tung-Sol Lamp Works 
Corp. for the past 15 years. 
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Mrs. America has learned a lot of useful things during 
wartime about the importance of food conservation, 
the importance of better living. 

And when she thinks of food conservation and better 
living, Mrs. America thinks of a Deepfreeze. She’s seen a 
Deepfreeze in action...conserving war-vital meats, 
poultry, fruits and vegetables...saving time and work, 
in marketing, in meal preparation and serving. She 
knows there’s no other home freezer “just like” the Deep- 
freeze because no other home freezer can offer the ex- 
clusive, patent-protected Deepfreeze freezing principle. 


DEEPFREEZE ALONE PROVIDES 
100% PRIMARY FREEZING SURFACE 


In a Deepfreeze only, a solid wall of direct-action 
freezing surface entirely surrounds the food storage 


. speed the day of Victory. 
AWARD: 
DETROIT OLANT 


CCp 


TRADE MARK REG. U. S. PAT. OFFICE 





Cartridge cases, airplane nose and tail gun turrets, 
blood desiccating units and industrial freezing 
equipment are among the war products that Motor 
Products Corporation is proud to be making to 


ITEEZE 





chamber. Thus, in a Deepfreeze the maximum tempera- 
ture differential between refrigerant and food storage 
chamber is less than two degrees! This prevents food 
dehydration, keeps foods fresher, longer...and keeps 
operating costs lower. And the clean ““machinery-free” 
interior means more food storage space. 

Leading magazines are carrying the story of the 
Deepfreeze to Mrs. America—in full-page advertise- 
ments. Even during wartime and limited Deepfreeze 
production, response to these advertisements has been 
phenomenal—a strong indication of the Deepfreeze 
demand that’s waiting to be supplied tomorrow. Get 
all the facts about Deepfreeze—now! 








Main Plant: Detroit, Michigan 


ONLY MOTOR PRODUCTS CAN MAKE A “DEEPFREEZE” 


MOTOR PRODUCTS CORPORATION 
Deepfreeze Division: 2439 Davis Street, North Chicago, Illinois 
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Canadian Plant: Walkerville, Ontario 
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MERICA 
“WATCH” 
| ON THE RHINE 


HE “brain” of this blockbuster is a 

delicate fuse that must detonate, at 
the right moment, the deadly cargo. 
These fuses are built like a watch, 
and are as accurate. They must be 
accurate, since the only difference 
between devastation and a “dud” is 
a fuse that fails. 
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We consider it an honor, and a trib- 
ute to our many years of watchmak- 
ing skill, that Ingraham of Bristol 
should be one of the craftsmen en- 
trusted with the production of these 
“watchworks” of victory. 


We are engaged totally today in 
the manufacture of many high pre- 
cision parts for the government. But 
we can assure you that when peace 
comes, you may again rely on 
Ingraham for timepieces of distinction 
at prices that mean sound profit for 
you, high value for your customers. 


THE E. INGRAHAM CO., Bristol, Conn. 


®@ The jewel-like Ingraham miniature 

self-starting electric alarm clock—only 

4% inches high— motor completely 

sealed in oil. We'll be making them 

again when our war job is done. 
MODEL SA-14 


Angy Fevy 


THE RIGHT TIME AT THE RIGHT PRICE 


INGRAHAM 


ESTABLISHED 1831 


SEPTEMBER, 


awarded 
for War 
Production 


Over 90% 


buyin ar 
Bonds on 
Payroll Plan 
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Corning Glass Works 


Appointment of two new territorial 
sales representatives in its Consumer 
Products Division has been announced 
by Corning Glass Works. The ap- 
pointees, long experienced in the com- 
mercial field, are Gerald J. Mackey, 
who will cover New England, and 
Eitel E. Shankin, who will be in 
charge of the Chicago area. 

Both are well known in their respec- 
tive territories, Mr. Mackey having 
covered New England for some fifteen 
years as a representative of McGraw 
Electric, Westinghouse, Graybar and 
Western Electric. Mr. Shankin was 
formerly associated with S. C. Johnson 
& Son, F. G. Findley, Marshall Field 
and Creamery Package Mfg. Co, in 
Chicago. 


General Electric Co. 


Three appointments in General Elec- 
tric’s Motor Division have been an- 
nounced by W. H. Henry, manager of 
the Division. 

Elliott Harrington has been named 
manager sales of a newly formed Inte- 
gral - horsepower, alternating - current 
motor section, located in Schenectady, 
which includes all such induction 
motors now manufactured in the Lynn, 
Schenectady, and Oakland Works. 

J. T. Farrell has been named man- 
ager sales of the newly formed Inte- 
gral-horsepower direct-current motor 
section, also located in Schenectady, 
with commercial responsibility for all 
such motors and generators now made 
in the Company’s Lynn, Erie, and Fort 
Wayne plants. 

D. A. Yates has been appointed as- 
sistant manager sales of both sections 
in charge of Lynn motor sales group, 
and will be located at the Lynn 
(Mass.) River Works. 

Mr. Harrington for the past two and 
one-half years has been manager sales 
of Schenectady induction motors. Pre- 
viously he held positions as commer- 
cial engineer, Western sales manager, 
and manager sales of the Company's 
Air Conditioning and Refrigeration 
department in Bloomfield. 


Ilg Electric Ventilating Co. 


Increasing research and product de- 
velopment personnel both for further- 
ance of the war effort and engineering 
of new products for post-war sales 
have led to the appointment or promo- 
tion of five men in the Ilg Electric Ven- 
tilating Co. organization, according to 
an announcement by J. M. Frank, 
president. 

Frank P. Bleier, Ilg research and 
development physicist since 1942, has 
been named director of the new Ilg 
Research Laboratory which is now in 
operation. Bleier is considered an ex- 
pert in the field of fan design, based 
on the theory of aerodynamics. 

Raymond V. Pfautsch, formerly an 
engineer assigned to new product de- 
sign, has been named assistant chief 
engineer. He will continue to devote 
his time primarily to product develop- 
ment and manufacture. Richard Han- 
ford, another member of the Engineer- 
ing Department, has been given the 
title of electrical engineer. A. J. Lenke, 
a World War I veteran, started with 
the company in 1922. Steadily rising 
in the ranks, he has now been appointed 
production manager. George Biggott, 
who came to the company in 1942 as a 
production specialist, has been placed 
in charge of production planning and 
scheduling. 
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PROCTOR DESIGN POLL—Proctor Electric Co. previewed public preferences in 
iron and toaster design at the recent Housewares Show in New York City with this 
display of plaster models of three iron and six toaster models. Ballots were recorded 


at the booth for guidance in future styling. 
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Hotpoint Kitchen Planning Guide 


Attracting wide attention, a new 
Hotpoint booklet, “Your Next, Kit- 
chen,” is presented by Edison General 
Electric Appliance Co. as a guide to 
planning the complete kitchen and the 
home laundry. It also contains other 
innovations for electrical living. 
Offered to the consumer through their 
advertising, the extent of the public 
interest in this planning guide is indi- 
cated by Hotpoint’s report of more 
than 12,000 coupons and dimes for the 
booklet received by the company each 
month. 

Opening with a set of basic rules for 
kitchen planners, the 24-page booklet 
then discusses the modern electric 
kitchen in terms of practical work 
centers, with illustrations and design 
lay-outs. It covers the cooking center, 
the storage and food mixing center, the 
dishwashing center, with the accent on 
convenience, as it combines these cent- 
ets into complete kitchens for homes 
of various size. In similar fashion, 
the booklet also covers the laundry 
center and the modern pantry, com- 
plete from vegetable storage bins to a 
home freezer, all attractively presented 
for the home planner now thinking in 
terms of postwar. 

In the back of the booklet is a card 
for the convenience of those who wish 
a free floor plan of any of the kitchens 
illustrated. Also enclosed in an order 
form and lay-out sheet for Hotpoint’s 
“Personalized Kitchen Planning Serv- 


ice. 


Wilcox-Gay Booklet 


The first of a series of promotional 
pieces has been released by Wilcox- 
Gay Co. for dealer and distributor use. 
The booklet features the history of past 
and present Wilcox-Gay products as 
well as revealing an overall picture of 
the company’s future program in post- 
war manufacture. 


Electromaster Folder 


Directed to the trade, a broadside by 
4ectromaster Inc. presents five designs 
ot electric ranges proposed for post- 
war and asks “Which of these do you 
favor ” Attached is a reply card which 
also invites an expression from the 


trade of the various features consid- 
ered most important in a range. 


Rittenhouse Chime Folder 


An illustrated folder commemorating 
ten years of door chime manufacture 
by The A. E. Rittenhouse Co. Inc. was 
issued recently. Revealing the sales 
climb made by Rittenhouse chimes 
through the years since 1935, the book- 
let also contains information regard- 
ing the company’s new line, now in 
engineering form, ready to go as soon 
as wartime products no longer demand 
their entire attention. 


American Central 
Questionnaires On Sinks 


An eight-page, two-color, question- 
naire directed at consumers is influenc- 
ing the post-war sales and production 
planning at American Central Mfg. 
Corp., Connersville, Indiana, peace- 


time manufacturers of steel kitchen 
sinks and cabinets. 
American Central 


executives pic- 





*FILEX 


© bas the FLAVOR-GUARD filter 


SALLY SILEX GREETS THE LADIES— 
Dressed in brilliant colors, pert and 
sparkly-eyed, a new trade character, Sally 
Silex, plugging the company's coffee- 
makers, steps up to the counters and win- 
dows as the first of a series of Silex mer- 
chandising displays. 
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: Use Tomorrow's 
Oven Heat Controls 


Today pilots of the swift and deadly P-51 Mustangs 
use a new kind of heat control —engineered, designed 
and manufactured by Robertshaw. Called an Actuator, 
this precision instrument controls engine operating 
temperature automatically. Robertshaw Actuators 
have nearly 500 parts, many built to tolerances rang- 
ing from .0001 to .0004 inches. 

Tomorrow the skill and experience gained in the 
development of these Actuators will mean still better 
Robertshaw Oven Heat Controls. So tomorrow, more 
than ever, a Robertshaw Oven Heat Control will be 
a fuel and food saving plus which homemakers will 
be looking for on the ranges they buy. 


Women’s Interest 
Radio Programs Are 
Telling Homemakers 
About Robertshaw 
Oven Heat Controls. 





ROBERTSHAW THERMOSTAT COMPANY 
YOUNGWOOD, PENNSYLVANIA 
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... But they all know that 


any REFRIGERATOR 


MUST HAVE GOOD INSULATION 





tured eight possible design innoya- 
tions around a center spread revelation 
of streamlined sink design, and asked 
for housewives’ opinions in the order of 
their preference. Two following pages 
listed choices in sink handle construc- 
tion, trim, finish, basin design, faucet 
location and control, and general ap- 
pearance, with space for opinions to 
be checked. 

The back cover, in addition to ballot- 
ing spaces in which to indicate order 
of choice in new features suggested, 
asked for ideas which might have been 
overlooked by American Central engi- 
neers. Sent out by the Consumer 
Service Bureau of Parents’ Magazine, 
under the direction of Barbara Daly 
Anderson, the questionnaire has pro- 
duced thousands of suggestions from 
| interested home makers, nearly all of 
| whom seemed to have ideas as to what 
| a sink should be like. 

Raymond ‘Loewy, nationally famous 
industrial designer, is incorporating 
the manufacturer’s leading construction 

| features and the best ideas by women 
| into a modern line of sinks for post- 
war production. 








| New G. E. Booklet On 
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Yes, insulation is a vital part of any refriger- 
ator. Much of the refrigerator’s food-keeping 
efficiency and operating economy—not to 
mention “owner’s satisfaction”—are dependent 
upon good insulation. Insulation that will 
keep cold in...keep heat out... throughout 
the life of the refrigerator. 

Naturally, high thermal insulating qualities 
are the first requisite of a satisfactory insulat- 
ing material. But many other qualities are also 
needed, if it is to retain its insulating efficiency 
over a long period of time . . . help keep your 
customers happy. 

What it takes! 
Fiberglas* Refrigerator Insulation—long, fine, 
resilient glass fibers treated with a binder, 
compressed and “cured” to form insulating 
sheets of various thicknesses, densities and 
degrees of flexibility—provides all of the 
necessary qualities. 

In thermal efficiency it has conductivity of 
.25 to .30 (depending upon the density) at 
70° F. 


ance to 


mean temperature. This high resist- 
heat flow, 
negligible heat capacity permits 


almost 


combined with 


close control of temperatures. 
And 


ganic—is highly moisture-resist- 


Fiberglas—being inor- 


ant, picks up less than 1% by 
weight under high humidity con- 
ditions—dries out without harm 
. . . It is odorless and does not 


132 





FIBERGLAS 


*T.M. Reg. U.S. Pat. Off. 


pick up odors in service . . . provides no 
sustenance for vermin. It will not corrode— 
nor is it corrosive to aluminum or steel in 
the presence of moisture. And Fiberglas has 
mechanical strength—doesn’t settle, “dust” or 
disintegrate under vibration. 


Helps the Sale 

All these desirable qualities, proved through 
years of dependable service in millions of 
homes, have given Fiberglas Insulation great 
consumer acceptance. This facilitates the sale 
of products insulated with Fiberglas and makes 
your selling easier, more profitable. And this 
“consumer preference” grows stronger with 
the years, encouraged by aggressive advertis- 
ing and promotion. 

Today, practically all Fiberglas Insulation 
is going into war materials. When peace comes, 
however, look for it in your new postwar 
equipment. You'll find it actually better than 
ever 





a swell feature to sell. 

Perhaps you'd like to see what Fiberglas has 
been doing in the past few years. The complete 
story is told in a new booklet. 
Write for your free copy of 
“Fiberglas—a New Basic Mate- 
rial”. Owens-Corning Fiberglas 


Corp., 1853 Nicholas Building, 


Toledo 1, Ohio. In Canada, 
Fiberglas Canada, Ltd., Oshawa, 
Ontario. 
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Post-War Radio, Television 


In a new 28-page four-color booklet, 
“Your Coming Radio,” the General 
| Electric Co. breaks the ice with per- 
| formance and appearance forecasts of 
| postwar home radio and 
| equipment. 
| To gratify the wide-spread public 
| interest in radio and television, “Your 

Coming Radio,” which is sent free 

on receipt of a postcard request, is 
| offered throughout the country on the 
| 


television 


General Electric sponsored news pro- 
gram, “The World Today.” This pro- 
gram, a 10-minute, early evening news 
round-up with short-wave reports from 
news centers throughout the world is 
| carried by the full Columbia Broad- 
| casting System six nights a week. 
| The response to the booklet offer is 
| such as to indicate that a new radio 
is high up on the list of first purchases 
| to be made by the public after the 
| war. 
The booklet was prepared by the 
| New York office of Maxon, Inc., which 
| handles the General Electric radio 
program. 


Condensed Catalog 
Of Universal Appliances 


A condensed version of Universal's 
catalogues on major and small appli- 
ances has been published by Landers, 
| Frary & Clark to present distributors 
| and dealers with a brief description of 
the features of representative models 
in the various appliance lines produced 
prior to the termination of manufactur- 
ing. 

The 28 page catalogue is one of the 
first of many newly styled catalogues 
and printed matter being planned to 
describe and depict Universal appli- 
ances. 

Featured in the catalogues are Uni- 
versal ranges, water heaters, home 
laundry equipment, home cleaning 
equipment, toasters, irons, coffee-mak- 
ers, sandwich grills, waffle irons, food 
mixers, mixers, electric oven, port 
| able stoves and heating: pads. 
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Nine o'clock. The night wind rattles 
the shutters of Salem and makes the 
dim flame flicker in the rushlight by 
which young Nathaniel Bowditch sits 
writing with a quill pen. 


The store has closed, but still the 
boy writes on, copying laboriously in 
longhand the books which he loves, 
and cannot afford to buy. 


Thirty volumes in his own handwriting 
remain today to attest the devotion of 
this frail but indomitable spirit. And 
it was in large measure the knowledge 
which he gained from constant reading 
which enabled him, at 29, to revolu- 
tionize the science of navigation and 
make American Clipper ships the fleet- 
est and most successful in the world. 


Prior to Bowditch’s great work on 
celestial navigation (1802), all sea- 
going ships sailed by dead reckoning. 
Their course was erratic, and there- 
fore slow. 


American Clipper ships, using 
Bowditch’s method, began to make 
the trip to the Orient and back in 
phenomenally short time. And because 
they were swift, they quickly captured 


Pitan, is 


First home from China!... American Clipper ships outsailed all on the seas? 


‘A SJrail hoy loved to READ... and 
AMERICA SWEPT THE SEAS! 


the profitable China trade in tea, silks, 
spices, and other popular new com- 
modities which contributed so much 
to the growth of our infant republic. 


Today, every ship that sails the seas 
—every modern Clipper of the air— 
fares more safely and swiftly, because 
of Nathaniel Bowditch. 


7 7 7 


READING is one of the great catalysts of 
humanity. It stimulates and incites the 
creative processes of the mind. 


Without reading there can be no true 
growth in thought or knowledge, and 
before reading there was none. For only 
through the written word can ideas be 
recorded completely ... only through the 
unhurried eye of the reader can mind 
speak unrestrictedly to mind. 


Greatest 
Circulation 


in the World 








_ we tte _ + . : ae 





People like to read, and they like par- 
ticularly to read of those things which are 
presented in the pages of The American 
Weekly ... what people are thinking... 
what they are doing .. . their hopes, fears, 
faiths . . . their sorrows and tears, their 
tragedies and laughter. Thestory of people, 
and the things people live by, is the great- 
est story in the world. 


This story, and the exciting story of 
modern science, art, medicine, literature, 
explorations, are brought regularly to 
more than 7,750,000 families by The 
American Weekly, the magazine which is 
distributed through 20 great Sunday news- 
papers from coast to coast. 


Can anyone doubt that the manufac- 
turer who places his product in such a 
setting is making use of the greatest 
known force in advertising? 


THEM ERICAN 
AW/EEKLY 


“The Nation’s Reading Habit” 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YorK 19, N. Y. 
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~ Washing Machine 
| PARTS 


. ts CENTRALIZED PARTS JOBBER 


ONE-STOP SOURCE OF SUPPLY 





ee 


CL 
COUPERAIION 16 Our Purpose! 


Parts for 
ALL MAKES OF WASHERS 


Obtainable at Your Nearest Centralized 


ONE-STOP JOBBER 


See List Below 


JOBBER MEMBERS 


PACIFIC DISTRICT 
W. L. May Co., 215 Northwest Park Ave., Portland 9, Oregon 


MOUNTAIN DISTRICT 
A-1 Master Electric Shop, 432 S. State St., Salt Lake City 1, Utah 
Ray Jones Washing Machine Parts & Service Co., 376 Broadway S., Denver 9, Colo. 


SOUTHERN DISTRICT 
Wallace Johnston Co., 760 Union Ave., Memphis 3, Tenn. 
Pearsol Appliance Company, 2010 Commerce St., Dallas 1, Texas. 
Pritchard Electric Co., 23 So. Walker St., Oklahoma City 4, Okla. 
Refrigeration Supply Co., 214 W. Broad St., Richmond 20, Va. 
United Appliance Co., 2409 S. Main St., Houston 2, Texas 


NEW ENGLAND DISTRICT 
The Domestic Appliance Corp., 146 Grand St., Waterbury 5, Conn. 
Cc. J. Roberts Eng. Co., 48 Dwight St., Springfield 3, Mass. 
The Good-Housekeeping Shop, 126 Dartmouth St., Boston 16, Mass. 


EASTERN DISTRICT 
Electric Warehouse, 3640 Elder St., Philadelphia 40, Pa. 
Electrical Center, 514 Tenth St., Northwest, Washington 4, D. C. 
Keystone Washer Parts Co., 643 Arch St., Philadelphia 6, Pa. 
Latta Electric & Mfg. Co., 1103 Ohio Ave., McKeesport, Pa. 
D. J. Phelan Sons, 52 West Broadway, New York 7, N. Y. 
Radio Electric Service Co. of Penn., 701 Arch St., Philadelphia 6, Pa. 
Refrigeration Supply Co., 273-275 Boas St., Harrisburg, Pa. 
Trible's, 811 Ninth Street, Northwest, Washington 1, D. C. 
Washer Sales & Service Co., 10-12 Federal St., North Side, Pittsburgh 12, Pa. 
Wynar Parts & Service Co., 155-159 State St., Rochester 4, N. Y 


EAST CENTRAL DISTRICT 
Akron Washer Parts Co., 118 East Exchange St., Akron 4, Ohio 
American Electric Washer Co., 1766 East 55th St., Cleveland 3, Ohio 
Appliance Parts Company, 123 East New York St., Indianapolis 4, Ind. 
Buckeye Vacuum Cleaner Supply Co., 10615 St. Clair Ave., Cleveland 8, Ohio 
Detroit Appliance Parts Co., 4770 Grand River Ave., Detroit 8, Mich. 
Finch's Washer Parts Co., 432 Division Ave., So. Grand Rapids 3, Mich. 
Home Electric Co., 26-28 East Front St., Youngstown 3, Ohio 
Pearsol Appliance Co., 2122 Euclid Ave., Cleveland 15, Ohio 
Pixley Electric Supply Co., 266 No. Fourth St., Columbus 16, Ohio 
Servall Company, 3572 Gratiot Avenue, Detroit 7, Mich. 


WEST CENTRAL DISTRICT 
Dennis Refrigeration Supply, 359 Wesley Way, Sioux City 16, lowa 
The Jesse Company, 2440 West North Ave., Chicago 47, Ill. 
Mar-Cone Sweeper Co., 911 Franklin Ave., St. Louis 1, Mo. 
Midwest Appliance Parts Co., 2722 West Division St., Chicago 22, Ill. 
Minnesota Appliance Parts Co., 191 West Seventh St., St. Paul 2, Minn. 
O'Dell Parts & Service Co., 327 North Main St., Wichita 2, Kansas 
R. and S. Parts Co., 2120 North Twelfth St., Milwaukee 5, Wisconsin 
Refrigeration Equipment Co., 101 East Twenty-fourth St., Kansas City 8, Mo. 
Ruegg Refrigeration Supply, 2611 Farnam St., Omaha 2, Nebraska 
Cc. E. Sundberg Co., 615 West Seventy-ninth St., Chicago 20, Ill. 
United Appliance Co., 410 Marquette Ave., Minneapolis 1, Minn. 
Wash Machine Parts and Sales Co., 4119 Gravois Ave., St. Louis 16, Mo. 


APPLIANCE PARTS JOBBERS ASS’N, Inc. 


1015 Dime Building A National Organization Detroit 26, Michigan 
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Mullins Mfg. Corp. 


Two new colorful booklets with re- 
lated titles, have been released by 
Mullins Mfg. Corp., makers of Youngs- 
town steel kitchen cabinets and cab- 
inet sinks. 

One, “Get Acquainted with Your 
Kitchen,” is a wartime consumer cata- 
log containing many full-color pic- 
tures which tell the story of kitchen 
modernization and illustrate it with 
many “before and after” pictures. The 
book also contains somie stunning ex- 
amplees of what can be accomplished 
when a Youngstown Kitchen dealer is 
given full sway. 

The second book, entitled, “Get Ac- 
quainted with Your Kitchen Business” 
is, as the title indicates, a dealer pub- 
lication. It contains a concise, easily- 
understood story of the kitchen busi- 
ness, starting with the promise that 
it will be the next great home appli- 
ance boom. The book tells how the 
Youngstown Kitchen merchandising 
business barely got started before the 
war and yet made high profits for 
many dealers. 


Westinghouse Canning Guide 


The Westinghouse Home Economics 
Institute has published a revised edi- 
tion of last year’s “Home Canning 
Guide”, it is announced by Julia Kiene, 
director of the institute. Checked by 
the Department of Human Nutrition 
and Home Economics at Washington, 
the revised booklet conforms to all 
government specifications on canning 
for this year. The latest information 
on jars and lids, together with step-by- 
step instructions for the recommended 
canning methods are included in the 
48-page guide which also provides in- 
struction on the preservation of food 
by brining, quick freezing, dehydrat- 
ing and storage in cellarsm pits and 
boxes. Quantities are available at 
cost, $4.50 per hundred, f. o. b. Mans- 


‘field, Ohio. 


Electric Air Heater Bulletin 


The Electromode line of electric unit 
heaters are illustrated and described 
in a new bulletin published by the 
maker, Electric Air Heater Co., Mish- 
awaka, Ind. Included in this 12-page 
booklet is full information covering 
both standard and portable types, with 
tables giving dimensions, B. T. U’s., 
and weights, along with price and other 
data. One section of the bulletin is de- 
voted to details of heating elements, 
with cut-away views, and another to 
various automatic thermostatic con- 
trols and switches. 


Barlow & Seelig Supply 
Dealers Order Books 


That it is a good idea to start lining 
up prospects now during the great 
drouth of washing machines is echoed 
by Barlow & Seelig Mfg. Co., in its 
announcemeent of a new victory order 
book for dealers. 

Registering in the book establishes 
the customer’s priority on delivery of a 
Speed Queen washer or ironer when 
manufacture of these appliances is re- 
sumed. Deliveries will be made, sub- 
ject, of course, to government regu- 
lations according to number and date 
of signature. The Barlow & Seelig 
Mfg. Co. states it will accept dealer 
orders. 


SEPTEMBER, 














PLUG FUSES 


APPROVED BY UNDERWRITERS’ 
3-30 amp., 125 volts 








ee 


Your customers will like these 
fuses. They are easy to handle 
and have an insulated grip. Rat- 
ings can be read at two points— 
on the fuse link seen through a 
magnifying lens window and on 
the contact rivet at the base. 


G-E Pyrex Plug Fuses are made 
of the finest materials and will 
give lasting protection. They 
have a cold-molded base which is 
keyed into the Pyrex top so that 
there is little chance of turning 
and damaging the link. The shell 
holding the Pyrex top and the 
base together is staked securely 
into the base, thus providing 
safety in the use of the fuse. 


G-E Pyrex Plug Fuses are 
packed in handy fuse dispenser 
cartons—five fuses to a carton. 
These cartons are ideal for users 
because they can be tacked up 
near fuse panels. They'll help 
you sell five fuses at a time, too, 
instead of just one or two. 


For further information see the 
nearest G-E Merchandise Dis- 
tributor or mail the coupon. 


Hear the General Electric radio programs: 
“The G-E All Girl Orchestra’ Sunday 10 
P.M. EWT, NBC. “The World Today” news 
every weekday 6:45 P.M. EWT, CBS. 


BUY WAR BONDS AND KEEP THEM 


*Reg. U.S. Pat. Off. 





General Electric Company 
Section D943-28 

Appliance and Merchandise Dept. 
Bridgeport, Conn. 


Sirs: Please send me information on 
G-E Pyrex Fuses. 


ER Oe cen ee area - 
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GNWELCOME V/IS/TOR 


Closing for the kill—it’s the sub’s deadly enemy . . . the 
enemy that helped to break the back of the underseas cam- 
paign against Allied shipping. America owes a debt of 
gratitude to the Patrol Bomber Squadrons. 


It has been one of Delco Products’ war assignments to 
supply these planes, and planes of other types, with Delco 
electric aircraft motors. The applications are many—booster 
fuel pumps, transfer fuel pumps, machine gun mounts, 
windshield wipers, air pumps, defroster fans and precision 
instruments. 


The engineering background and manufacturing facilities 
that qualify Delco Products for this job were developed in 
the service of appliance manufacturers and dealers. When 
Victory is finally won, every effort will be made to speed 
conversion so that dependable Delco motors will be avail- 
able in volume to meet their needs. Delco Products Division, 
General Motors Corporation, Dayton, Ohio. 


Put Every Spare Dollar in War Bonds 


DELCO MOTORS 


DELCO PRODUCTS pivision of GENERAL MOTORS 
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“BUZZ-BOMB" LAUNDRY—During the past three weeks the “buzz bomb" laundry 
has been touring flying-bombed areas. !t is the Mobile Washing Unit of the National 
Emergency Washing Service staffed and operated by Lever Bros. under the direc- 
tion of the Ministry of Health Homeless Service, and offering a free washing service 
for “bombed out" people at the scene of the incident. 





D. W. May Host to 1300 
New York Dealers 


More than 1300 Metropolitan New 
York and Northern New Jersey radio 
and electrical appliance dealers recently 
attended a post-war planning meeting 
at New York, as guests of the D. W. 
May Corp. which will act as distribu- 
tor in the area for nine radio and appli- 
ance manufacturers including Farns- 
worth Television and Radio Corp., 
Coolerator Co., Barlow & Seelig Mfg. 
Co., Ken-Rad Tube and Lamp Corp., 
Wilcox-Gay Corp., Health-Mor Sani- 
tation Systems Inc., Electromaster Inc., 
Glenwood Range Co., and Hubeny 
Brothers. 

After a short address by Dr. Alfred 
N. Goldsmith, vice chairman of the 
Radio Technical Planning Board, who 
spoke of the commercial side of tele- 
vision, Mr. May introduced repre- 
sentatives of the various manufactur- 
ers with whom he has established dis- 
tributor _ relationships. Discussing 
post-war production, Gerald Hulett, 
vice president of Electromaster, re- 
vealed that his company intended to 
produce 100,000 electric ranges, double 
its prewar total, while reducing the 
number of models in the line from 12 
to four. This, he said, would reduce 
production costs for the manufacturer 
and at the same time also reduce both 
distributors’ and dealers’ inventory 
costs. 


Changes Marketing Channels 


Speaking for the Coolerator Co., 
John H. Ganzer, vice president, an- 
nounced the company’s plan to market 
100,000 electric refrigerators and 50,- 
000 home freezers, along with 150,000 
ice-cooled refrigerators annually, 
through appliance distributor-dealer 
channels, as compared with the 75,000 
ice refrigerators annually cleared 
through ice dealers before the war. 

Among other speakers outlining their 
company’s post-war plans were Paul 
J. Daniels, general sales manager of 





First quarter 
Second quarter 
Third quarter 


Fourth quarter (preliminary estimate)... . 


Total, 1943 


Barlow & Seelig, makers of the Speed- 
Queen washers and ironers, and Albert 
E. Kramer, vice president of Health- 
Mor, manufacturers of the Filter 
Queen vacuum cleaner. 

During a recess in the meeting, re- 
tailers visited a room in which the 
post-war merchandise of some of the 
manufacturers was on display. In 
addition to the Metropolitan New 
York and Northern New Jersey area, 
the May Company also will cover Fair- 
field County, Conn. 


$35,200,000 in '43 
Lighting Fixtures 


Lighting fixtures, fluorescent and 
incandescent, valued at approximately 
$35,200,000 were shipped by manufac- 
turers during 1943, the War Produc- 
tion Board announced recently. This 
compares with the pre-war production 
in 1939 of fixtures worth $35,328,000. 
Most of the 1939 fixtures were of the 
incandescent type. 

A greater trend toward the produc- 
tion of fluorescent fixtures in prefer- 
ence to the incandescent type is re- 
flected in the report that more than 
$20,000,000 worth of fluorescent fix- 
tures were shipped in 1943. 

Fluorescent lighting fixtures include 
both hot and cold cathode types of 
commercial and industrial fixtures. 
Incandescent lighting fixtures include 
industrial, commercial and residential 
types of fixtures besides portable and 
attachable machine and bench lamps, 
and mercury vapor type fixtures. The 
following are not included: Resi- 
dential portable or desk lamps, aircraft 
or aviation, marine, street and highway 
and automotive lighting equipment, 
floodlights, searchlights and _ traffic 
signals. 

Shipments during 1943, by dollar 
value, follow: 


Incandescent Fluorescent Total 


4,212,000 5,353,000 9,565,000 
5,318,000 8,966,000 
4,942,000 8,681,000 


3,500,000 4,500,000 8,000,000 








15,099,000 20,113,000 35,212,000 
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The Stake of the United States 
in Expanding World Trade 


ITH the war in Europe racing to a climax, and 
with a sure pattern for the defeat of Japan al- 
ready outlined, American business is confronted 
with the need for an immediate decision on long-term 
economic policy. 
What is this country’s foreign trade program to be 
after the war? 


No intelligent appraisal of all the factors any longer 
can allow us to postpone considering the issue merely 
because, in the past, foreign trade absorbed barely 
eight per cent of our production. 

Actually, a whole new set of conditions was injected 
into the picture by the first World War; but we per- 
sisted in ignoring these new factors. 

Almost overnight, the United States was trans- 
formed from the largest debtor nation in the world 
to the second largest creditor nation. At the same 
time, we made faster technological progress than any 
other nation. Thus we created the need for more 
dollar exchange on the part of the rest of the world 
and simultaneously made it harder for other nations 
to earn dollars. 

Today, as another, far vaster war is approaching its 
end, those changed circumstances are magnified. 
America has new responsibilities —to itself, and to 
the world. 

Our war-inflated industrial capacity cannot be al- 
lowed to drop back to prewar levels without causing 
a domestic crisis which we dare not permit. 

And, because so much of the world is geared to the 
American industrial machine, we can no longer con- 
template calmly the repercussions of a largely self- 
sufficient trade program or of an unplanned foreign 
trade program. Either would inevitably set the stage 
for the next world war. 


& w 


If we are going to prepare ourselves intelligently to 
cope with this new problem, we must acknowledge 
certain basic principles. 

World trade cannot be rebuilt simply by attempting 
to restore prewar flows of goods. The war has so com- 
pletely changed the economic fiber of many countries 
that it is necessary to develop new trade relationships. 
The East Indies, for example, may find the demand 
for their rubber considerably reduced; the United 
States may, to a large extent, have to cease exporting 
cotton; Japan will need to find new substitutes for 
much of its exports of silk; the British will need new 
markets to replace the income which they formerly 
derived from their large overseas investments. 

We cannot expand markets for our goods, at home 
or abroad, unless we find ways of buying more sup- 
plies from more people at home or abroad, so that 
they will have more dollars to spend. 


And we probably cannot create increasing buying 
power abroad without first exporting more of our 
teclinical skills — our engineers, our production and 
management men — to build new markets for our own 
specialties. 


* * * 


What is needed to rebuild the world’s economic 
system? 


1. Most basic of all, of course, are stable governments 
whick command popular support. In the absence 
of strong governments, currency stability cannot 
be achieved. 


2. Most war-stricken countries, for a year or two, will 
need rehabilitation loans, because they will require 
far more raw materials, equipment, and live stock 
than they can pay for out of current production. 


. Loans, however, are only a stop-gap, though often 
a necessary one. Far more important than rehabili- 
tation loans will be the creation of better oppor- 
tunities for war-stricken countries to sell to the 
rest of the world, particularly to the United States, 
South America, South Africa, and India. The rav- 
ages of war do not completely destroy the ability 
of a country to sell. Indeed, it is surprising what 
large supplies of certain commodities war-torn 
countries have on hand even before devastated in- 
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dustries have been restored. The invading troops in 
Normandy found shoes almost non-existent, but 
they found food more plentiful than in Britain. 
Better opportunities for war-stricken countries 
to sell would create opportunities for them to buy 
the things they will require to restore scattered in- 
dustries and depleted farms, and would help those 
countries to get rid of the exchange controls which 
are now universal. So long as a country is able to 
expand its exports only slowly and painfully, and is 
dependent upon foreign loans to prevent the de- 
preciation of its currency, so long will it carefully 
preserve exchange controls and other restrictions 
in imports. That is why large advances, either 
through an International Monetary Fund or an In- 
ternational Investment Bank, can make only limited 
contribution to the removal of trade restrictions. 


. Permanent monetary and credit arrangements are 
needed to protect nations against temporary pres- 
sure upon their currencies, to permit necessary 
changes in exchange rates to be made in an orderly 
manner, and to assure that governments never 
again will repeat the “beggar-my-neighbor” poli- 
cies of 1931 and 1932. 


. Finally, the world needs a reversal of the trend 
toward economic self-sufficiency, which received a 
strong impetus from the first World War and an 
even stronger one from the great depression of the 
Thirties. This does not mean that the efforts of 
many raw-material producing countries to diver- 
sify their industries should be opposed. During the 
late Nineteenth Century and the first part of this 
century, the international specialization of produc- 
tion was carried too far, with the result that many 
countries became dependent for a large part of 
their standard of living upon the export of one or 
two raw materials — coffee, sugar, rubber, silk, 
wheat, wool, and meat. Between the two World 
Wars, however, the pendulum swung much too far 
in the direction of self-sufficiency. Some densely 
populated industrial countries of Europe (Italy, 
France, and Germany) even attempted to become 
self-sufficient in wheat, fats, and sugar. So limited 
are the natural resources and technical skills of 
most countries that each one finds many things 
which it can produce only at prohibitive costs. Be- 
tween the extreme specialization of the late Nine- 
teenth Century and the more recent trend toward 
extreme self-sufficiency, a happy medium should 
be sought. 


* * * 


What role should the United States play in recon- 
structing the world’s international economic system? 


There are those who suggest that the United States 
be a more or less permanent Santa Claus. They believe 
that an excess of exports could be financed only by 
“loans” — loans that would eventually turn into gifts, 
after producing bitter controversy over why the 
“debtor” country did not meet its obligations. The 
persons who assert that full employment can be pro- 
vided only by an excess of exports are in effect saying 
that our economy cannot become self-supporting. That 
is a confession of economic defeatism which a young 
and vigorous nation should not be willing to make. 


The most immediate contribution which the United 
States can make to world reconstruction is to make 
itself prosperous. 


Prosperity here means a large demand by our in- 
dustries for imports. The more we import, the easier 
will it be for foreign countries to meet their large and 
urgent needs for goods. In 1939, with a gross national 
product of $100 billion, our imports were $3 billion. 
After the war, with 55 million people employed and 
a gross national product of $155 billion, our imports 
would be about $7 billion or $8 billion. 

Not only should the United States make itself pros- 
perous, but it should keep itself prosperous. So impor- 
tant is the United States in the world economy that a 
depression here is bound to produce a disastrous drop 
in the price of raw materials throughout the world 
and to throw most countries into an economic tailspin. 

The United States should support the principle of a 
large fund to protect the exchanges of the world from 
temporary pressure. We should not permit differences 
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over the details to pores its establishment in ample 
time to be available during the critical period when 
war-stricken countries will need goods far in excess. 
of their immediate ability to pay for them. Some 
arrangement, even though imperfect in details, will 
be infinitely superior to no arrangement. 

Finally, the United States should take the lead in. 
breaking down barriers to trade. We are the logical 
country to do this, partly because of our immense do- 
mestic market, and partly because for most of the last 
twenty-five years this country has been able to sell 
other countries more goods than they have been able 
to sell to us. One of the greatest contributions which 
the United States could make to a sound and expand- 
ing world economy would be to bring our imports, as 
soon as practicable, up to our exports. In other words, 
the United States, in the long run, should be hard to 
borrow from but easy to sell to, The United States 
should implement this policy (1) by continuing the 
negotiation of reciprocal reductions in duty, and (2) 
by accepting exchange rates which make foreign cur- 
rencies cheaper in dollars than they were in 1939. So 
great will be the world’s need for goods that we can 
be sure that any dollar exchange earned by sales to 
us will be converted into American-made goods and 
will lead to larger exports. 


Time was when the United States obtained about 
eight per cent of its standard of living by sending 
goods abroad and bringing back other goods. Before 
the war, however, we were getting less than five per 
cent of our living by international trade. If, after the 
war, we were gradually to raise the proportion of our 
standard of living obtained by trading with other 
countries to ten per cent of dornestic production, our 
imports would be about $15 billion or $16 billion a 
year. Our people would be able to buy many things 
which they now cannot afford, and scores of countries 
which export raw materials and luxury products 
would feel the stimulus of rapidly expanding markets. 
Their expanded demand for road building machinery, 
mining machinery, machine tools, agricultural imple- 
ments, locomotives, railroad cars, electrical equip- 
ment, trucks, automobiles, and a multitude of prod- 
ucts of our factories would create a million or more 
additional jobs in our factories. 


Although the United States would raise its standard 
of living by increasing its imports and its exports, it 
should honestly face the fact that the resulting shifts 
in production and employment would temporarily be 
painful for some people. The increase in imports 
would be in commodities which other countries can 
produce for less than the cost at which much of our 
output is produced—such as sugar, wool, copper, 
some fats and oils, wines, winter vegetables and fruits. 
The increase in our exports would come from those 
industries in which our superiority is greatest — par- 
ticularly the manufacturing industries. Finally it 
would be advantageous, to the country as a whole, to 
shift a million or two workers from agriculture, where 
they earn about 60 cents an hour at best, to manufac- 
turing, where they earn better than 80 cents an hour. 


* * * 


The very fact that in economic matters the rest of 
the world is dependent upon the United States, ex- 
poses our country to great demands and to envy 
misunderstanding. The United States must be willing 
to help the rest of the world, but its help should take 
the form of assisting other countries to help them- 
selves. Never in ali history has one country had such 
an opportunity to give the world a rising standard of 
living, to foster conditions under which peace flour- 
ishes. What greater tragedy could there be than to 
make the sacrifices which we are now making and fail 
to seize this chance to create a world of hope and 
opportunity in which the spirit of goodwill among 
nations is able to flourish. : 


President McGraw-Hill Publishing Company, Ine. 
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A Name You'll Want to 4 S EASY TO MAKE 
Remember When the War MONEY WITH 
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ee /) STOKERS 


183 G | ... SAYS SUCCESSFUL 
will L No ot for of | NEBRASKA DISTRIBUTOR 


L. J. Arkfeld writes: “From the start, we have sold Winkler Stokers 
, in big annual volume and at a good profit. We credit our successful 
do- ‘ mov n oO rt equ! n operation to properly setting up and organizing our business in accord- 
last e can c eate | ance with Winkler methods of stoker merchandising ... plus the fact 
sell when w our W te that once a prospect is uncovered, Winkler exclusive features make 
ible su Y : g it easy to close the deal.” 





1. The Winkler Basic Business Set- 
up starts you off right with the proper 
Jard ae ‘ physical equipment for selling. 





. : WINKLER STOKER MERCHAN- 
ms; DISING—BOTH TODAY AND RH 
can a 2. You and your organization are care- 
our | AFTER THE WAR — OFFERS fully trained in Winkler Retail Selling 
yper, ; | LIBERAL PROFITS. TIE-UP Processes which are consistently success- 
uits. ini j WITH A LEADER! ful in closing the sale. 








y it : Profitable stoker merchandising begins with a good product! The second and 
e, to ame equally important factor is proper training in how to sell that product in large 
here , *s one re volume and with maximum profit. Winkler gives you both! 


our. & Winkler Stokers have the features which make buyers out of prospects. 
They are the only stokers with fully automatic transmission—providing 
extra power and assuring longer life. You need only glance at a Winkler to 
see that it combines precision workmanship with rugged durability. 


st of ; Supporting this excellence of product is the thorough training in Winkler 
“exe selling methods which enables you to develop your profit opportunities 
and ' All W Cc to the fullest. Winkler distributors make 
lling Let Ss Do e an to ac money from the start because they are 
take 4d] shown how! 
° i Pei ig 
ea Help Win the War Now a PRTG THE GREATEST SALES FEATURE IN THE 
- t ie ¢ ' STOKER INDUSTRY 
io : This exclusive and revolutionary Winkler 
ur’ : / ry e 
- to —B uy More Bon ds ! » 4 * 7) fully automatic Transmission develops a 
1 fail : ‘ee smooth flow of tremendous turning effort— 
d \ a nx y : extra power to crush ordinary obstructions 
an : ' ase _ in the coal. No shear pin needed—the 
nong > , Winkler Automatic Safety Release protects 


against locked screw damage. 


McGRAW ELECTRIC COMPANY 


, CLARK WATER HEATER DIVISION q I N ie L - 4 


59201 W. 65th ST., CHICAGO 38 AG folly autowiatic STOKERS - 


: ~ YJ. S. MACHINE CORPORATION © LEBANON, INDIANA 
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: THE REGINA CORPORATION, Rahway 4, N. J. Na 

: H Please send me a copy of “Why and how fo set up a floor . 2 
i polisher rental service,” including a reservation blank for Jj 
4 preferred postwar delivery (subject to my later confirmation). } 
“ f 
C t 
- ompany } 
a Address . 
ee | t 
i i 
a t 
! ' 
' . 1 
be Signed by. 1 
1 ‘ 












Profits? And how! A rental service for electric floor polishers is a 
steady producer. Day after day it brings in revenue. The small in- 
vestment is quickly wiped out. Income is then practically all profit. 

That’s the picture if your polishers are Reginas. Not too heavy to 
handle easily, not too light to stand up in constant service, Regina 
floor polishers insure high profit. They keep repair and mainte- 
nance expense so low as to be negligible. 

Clip the coupon and get our plan. You'll find it practical and 
complete. Then fill out the reservation blank, which does not obli- 


gate you in any way unless followed by a firm order. 


Under certain circumstances we can deliver Regina floor polishers 


now. Refer to WPB order L222 for purchase qualifications. 


MUI 


THE ELECTRIC FLOOR POLISHER 
FOR HOMES - OFFICES - STORES - SMALL PLANTS 


phous THE CAN OPENER WITH 
Smoe 


oo" THE DOUBLE-ANGLE CUTTER 


Before the war we found it hard to fill all the orders which came 
flooding in for this sensationally successful can opener. After re- 
strictions are lifted we'll be geared for pro- 
duction in much greater volume. We invite 


orders now for future delivery. 


ARE, Geick  SaR ad ——— 


rae GUNA: codtgmearian dourcknsres? 


Fine Products for the Home Since. 1892 
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81 Percent of Irons to be 
Sold at March, 1942 Prices 


20 Manufacturers With Allocations for 
1,768,958 Irons to Observe OPA Celings 


Price Administrator Chester Bowles 
announced recently that 20 manufac- 
turers who have allocations to produce 
1,768,968 electric irons have agreed 
to market them at no change from their 
March, 1942 prices. The new irons 
will bear price tags stating the dollar- 
and-cents retail ceilings. OPA has 
authorized specific retail prices accord- 
ing to manufacturer and model number, 
ranging from $5.30 up to $11.70. The 
bulk of the irons are automatic models 
in the medium price range, from $5.70 
to $8.75. 


81% of Authorization 
The irons for which OPA estab- 


In addition, OPA listed types, quan- 
tity to be sold and retail selling price 
ceilings for irons to be sold by two 





lished maximum prices will be made by 


16 manufacturers and will represent ° 


81 percent of the 2,037,838 to be pro- 
duced under WPB authorization, 
Four other producers who account for 
an additional 6 percent of the allowed 
production also indicated they would 
sell at the March, 1942, prices. Eight 
manufacturers of low-priced irons, 
with 12 percent of the authorized pro- 
duction said that an increase over the 
March, 1942, price would be necessary, 
Prices for these producers will be 
established later, OPA said. 

Below are listed the retail ceilings 
of each iron together with the quantity 
of each to be manufactured: 


Retail 
Ceiling Price 
(Inclusive of 
Federal Excise 
Name Quantity ModelNo. Description Tax) 
American Electrical Heater 40,000 55AB Automatic 1000 $9.40 
watts 
Chicago Electric Co. 175,000 242A Automatic 880 6.50 
watts 
Chicago Flexible Shaft Co. 162,500 A4 Automatic 1000 9.95 
watts 
Dominion Electrical Mfg. Co. 35,000 246 Automatic 1000 8.40 
watts 
General Electric Co. 100,000 116F112 Automatic 660 5.70 
watts 
- 321,500 116F115 Automatic 1000 8.55 
watts 
Knapp Monarch Co. 192,000 400R Automatic 1000 5.95 
watts 
Landers, Frary & Clark 73,401 0184 Automatic 1000 9.40 
watts 
= 24,467 0174 Automatic 800 6.75 
watts 
Manning-Bowman Co. 38,500 2494 Automatic 1000 11.70 
watts 
National Stamping & Electric 8,800 351 Automatic 1000 8.35 
Co. watts 
Procter Electric Co. 102,800 975 Automatic 1000 9.30 
watts 
Sampson-United Corp. 38,500 5000 Automatic 1000 8.55 
watts 
Superior Electric Products, Inc. 33,000 220 Automatic 1000 6.95 
watts : 
Tennessee Valley Associates 2,000 100 Non-Automatic 7.60 
615 watts 
Waage Mfg. Co. 2,400 63B Non-Automatic 5.30 
Westinghouse Electric & Mfg. 120, (000 LPC414 Automatic 1000 8.75 
Co. watts 
= 37,000 LR24 Automatic 700 5.95 
watts 
Winsted Hardware Mfg. Co. 25,000 191 Automatic 750 7.10 
watts 


large non-manufacturing retailers, the 
irons to be manufactured for them on 
contract : 


Retail 
Ceiling Price 
(Exclusive of F 


Name Quantity Model No. Description Excise Tax) 
Montgomery Ward 20,000 86-2699 Automatic $5.75 
800 watts 
Sears, Roebuck Co. 93,500 20-6246 \ utomatic 6.95 


Wholesalers’ 
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ceilings will be the 
lower of either (1) the highest price 
charged for the same iron to each class 
of purchaser during March, 1942, or 
(2) the retail ceiling (reduced by the 


1,000 watts 


She 








Pre-war | 
portuniti 
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handle . 
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war mar 














amount of the federal excise tax) 18879 


40 per cent for sales in quantities of six | 
or more units, or less 35 per cent for = 
sales in quantities of less than six ‘; 


units. 
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Pre-war days proved the profit op- |§ —the line that is first in styling, first 
portunities of home juice extractors in quality, and first in consumer 
... good traffic builders, easy to preference. In the meantime, watch 
handle . . . and fast turnover. for JUICE KING advertising in 
To assure your store of “top” home _— these leading magazines: Ladies’ 
juice extractor profits in the post- Home Journal ...Good Housekeep- 
war market, feature JUICE KING ing... Better Homes and Gardens. 


WATITONAL DIE CASTING COMPANY 
2 


600 NORTH ALBANY AVENUE - CHICAGO 12, ILLINOIS 
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for THIRST RELIEF 


An OASIS ELECTRIC WATER 
COOLER stands out like a palm-treed 
oasis on the desert as the most welcome 
sight wherever thirst is encountered. 
That’s because Oasis coolers are ready 
instantly—24 hours a day—to deliver 
fresh, clear, healthfully cooled water 
in the most sanitary, easy-to-drink flow 


possible. They provide thirst-relief at The Everhots that you sold 
its hest—and at low cost. before the war were good appliances—as every- 

' ‘ge 
Dependable performance, perfected body knows. But, Oh Boy! Wait till espe see 
and proved through EBCO’s 20 years the postwar Everhots now being readied for 
of leadership in water cooler design | quick production when peace arrives. 


and construction, is the key to the grow- 

ing preference for OASIS coolers. They | THE SWARTZBAUGH MFG. COMPANY 
» | TOLEDO 9, OHIO 

are produced in one of the most mod- 


ern, fully equipped plants of its kind. 


| 
' : Write for details. 
* : € 
 EBCO MANUFACTURING COMPANY ode p D “4 CT 


- 401 W. Town St., Columbus 8, Ohio ROASTERS.. HEATERS.. APPLIANCES 
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The electric 
range unit for 


all replacements 







® Simplifies servicing 
© Fits all ranges 

e Cuts servicing cost 
e Cuts inventories 

© Pleases customers 
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Chromalox Super- 
Speed range units and 
‘parts available with- 
‘out priority — under 
ae Order 165. — 


OMALOX 
TFLO 


EDWIN L. WIEGAND CO. 


7525 Thomas Boulevard 
Pittsburgh 8, Penn. 














GITS 
PLASTIC 
PROTECT-O-SHIELDS 


Protect and Artistically 
Enhance Walls 


Finger prints and soil marks are gone | 
forever! Modernly artistic in design 
and molded of lustrous colored, un- 
breakable plastic, Gits Protect-o-shields 
are made in a range of colors to har- 
monize with any wall or wallpaper. They 
are expertly merchandised to sell on 
sight—beautiful multicolored displays 
furnished each dealer. Retails, single 
size 25¢—double size 35¢ with full dis- 
count. Order from your jobber. 


Mole VE? ation ‘ 


4656 W. Huron St., Chicago 44, Illinois 


Canadian distributor 
Kahn, Bald & Laddon, Ltd. 


69 York St., Toronto 













ASK YOUR 
WHOLESALER 
WRITE DIRECT 
OR WATCH 
THIS SPACE 


NEXT 
MONTH 


WILL ANNOUNCE 

A REAL “HOT” 
FALL PROMOTION 
WHICH HAS BEEN 
FIELD TESTED 
TO INSURE 
CONSUMER 
ACCEPTANCE 


VERD-A-RAY CORP. 
Toledo 5, Ohio 
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| likely continue after the war. 


| ment of Labor. 


| families of two persons or more and 
| of these 76 percent had incomes of 


| indebtedness. 


|} ance, 


has set aside $103,000,000 for conver- 


| $14,000,000 for free loans to service 


| absence of almost two years. 





Post-War Purchasing 
Power Analyzed 


Speaking under the auspices of the 
Motorola Mfg. Corp., Armin Fried- 
man, business analyst for American 
Weekly, gave St. Paul retailers a pre- 
view of post-war possibilities recently. 

He pointed out the factors that offset 
the 20 percent wage deduction that will 
For one 
thing 66 percent of the American public 
is free of debt other than the national 
debt, he said. 

Salaries and wages have jumped 
from 41 billion in 1938 to 111 billion 
in 1943, according to the U. S. Depart- 
Offsetting this of 
course, is the 32 percent increase in 
the cost of living. 

In 1935-36 there were 16,900,000 city 


less than $2,000 per year. Only 24 per- 
cent had more. By 1942, according to 
the U. S. Department of Labor, there 
were 24,250,000 city families of two or 
more, and of these 58.4 percent had 
incomes of $2,000 or over. 

These groups are saving their money, 
he said. The Federal Reserve System 
says that in 1941 saving depositors put 
$13,007,000,000 in the bank; in 1942, 
$27,000,000,000, and in 1943 $36,000,- 
000,000, making a total of $76,000,000, - 
000 saved. This money is not con- 
centrated but is owned by 45 million 
savings depositors. These huge sav- 
ings are free of debt. The Federal 
Reserve since 1941 has declared there 
is a 66 percent reduction in installment 


Today more than 500 corporations 
have put away millions for job insur- 
For example, General Electric 
sion. Western Electric has set aside 
men. This has been done under rul- 
ings which permit these allotments to 
be tax-free, Mr. Friedman declared. 


Lt. Col. Boyd Bullock 
Back As G-E Ad Manager | 


Lieut. Col. Boyd Bullock has re- 
turned from Army service to take over 
his prewar position as advertising man- 
ager of General Electric’s appliance 
and merchandise department. 

He entered active Army service Feb- 


ruary 12, 1942, as a major. At that 
time he reported at the Infantry 
School, Ft. Benning, Ga., where he 


attended the Battalion Commanders & 

Staff Officers Refresher course. Later 

he became an instructor in tactics there. | 
At the time of his discharge he was 





commanding officer of officers’ school | 
| at Camp Custer, Mich. 
| Gibson Export 

| Manager Returns ° 


Charles I. Horowitz, pre-war export 
manager of Gibson Refrigerator Co., 


| has returned to the company as export | 


manager with headquarters at 201 N. 
Wells St., Chicago, after a leave of 
He has 
been senior trade relations officer of 
| the Foreign Economic Administration 
in Washington and has just returned 
from a two weeks’ investigation of the 
post-war sales possibilities in Canada, 
where the company anticipates a vigor- 
| ous expansion after the war. 
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Through Its Distributor; 


In the future, as in the past, you can 


e The SAME Company Policy 
e The SAME Top Quality 
e The SAME Distribution Channel; 
















Rival 


Built Slowly, 
Surely, Solidly 


count on: 








Deoil6 6 6-Mat® 


qui fish or fowl. 


steaks, © 
For ’ broiler 


Only electric adjustable b 
made. 
















Jce-O- Mat 


Trade Mark 


Easily crushes 
cubes or lumps, 
fine 


OT coarse. 


The juicet that 
gets ALL the 


juice, without 


rind-oil, 


pulp, 
or seeds: | 












Opens cans of 
all shapes, and 
Sizes, leaving 
Smooth bey- 
eled edges, 












Gives 0 
HOW 
Nasional Consumer Acne © schedule wee 
: inc . 
House Beautiful “a. 
Good 78 
Housekeeping 














Ladies’ 
Home Journal 
im American Home 
Bride’s Magazine 































Woman's Home 4 
Companion McGRs 
Send 


MANUFACTURING COMPANY’ 
KANSAS CITY MISSOURI 


Suginaluila 
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ELECTRICITY 


FOR ANY JOB-ANYWHERE 
| 





















@ For a dependable source of electricity on 
projects remote from commercial power, Onan 
Electric Plants are proven leaders in the field. 
More than half or the Armed Forces’ total re- 
quirements for Power Plants are built by Onan. 
nels Gasoline driven... ... Single unit, compact de- 
a Sturdy construction....... Suitable 
for mobile, stationary or emergency service. 

Over 65 models, ranging in sizes from 350 to 
35,000 watts, 50 to 800 cycles, 115 to 660 volts, 
A.C.—6 to 4000 volts, D.C.—Also 


in 














| 
| 





| 


Descriptive literature sent 
promptly on request 


D. W. ONAN & SONS, 
Minneapolis 5, Minn. 
3230 Royalston Ave. 











Start now to earn 
the bigger pay in 
electrical repair 





| 
Was there ever such an oppor- | 
tunity to get started in electrical 
maintenance and repair—and at | 
top-notch wages? Are you ready— 
with experience and ability—to cash in on it? Others are getting just the sort of 

ound needed—quick! practical!—to handle the great variety of electrical | 
maintenance and repair work TODAY—from this well-known electrical library. | 
You can too! 


~<ITTHE LIBRARY OF ELECTRICAL 
“11 MAINTENANCE AND REPAIR. 


5 vols., 1826 pages, 1724 illustrations 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you | 
HOW—to install all types of motor and generator units—to inspect and repair | 
chedule motor starters and generators—to diagnose motor and generator troubles—to figure | 
ew windings for old cores, DC and AC windings—to test armature windings, | 
autiful test induction motors, etc., etc. One book is full of trouble-shooting charts that show 














‘4 quickly symptoms, causes, specific remedies, etc. 

eeping Take the first step toward improving YOUR future 

<a Mail this coupon TODAY 
| Home No money down—special price—easy payments—FREE tria! | 
Home 7 McGRAW-HILL EXAMINATION COUPON 











McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. 


Send me for ten days’ free examination the Electrical Maintenance and Repair 
Library. If satisfactory I will send you $1.00 in 10 days and $2.00 monthly until the 
:. Pat. Of. Price of $15.00 is paid, If not wanted I will return books postpaid. (To insure prompt 

ipment write plainly and fill in all lines.) 


anion 
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@ A Farm Locker Plant is the “post-war 
plan" of every American farmer RIGHT 
NOW. That means ready sales for you 


—just as soon as production is permitted. 


@ And the new BEN-HUR Farm Locker 
Plant is ready—and waiting. Ready to 
help your farmer friends to the economy, 
time - and - food - savings advantages of 


634 E. Keefe Ave., 












* 


Plan for 
Tomorrow's 
Sales Leader... 


The BEN-HUR FARM LOCKER PLANT 


home freezing and storing farm-grown 
vegetables, meat, poultry—for delicious 
meal variety weeks and months later. 


@ This new sales volume is waiting for 
you, too. Let us put your name on the 
list for complete saies information on 
BEN-HUR FARM LOCKER PLANTS when 


this can be released. 


BEN-HUR MANUFACTURING CO. 


Milwaukee 12, Wis. 


Today—Back Our Fighting Men with MORE WAR BONDS 





OPPORTUNITY 


for an Outstanding 


MECHANICAL ENGINEER 


velopments requires services of a top-notch 


| ARGE MIDWEST FIRM noted for its outstanding de- 


designer of mechanisms and mass production 


steel products. 


Must be able to handle important design responsibilities 
connected with product development covering a broad 
field of high-grade consumer products. 


Position requires mature judgment and independent 


ability to bring an idea through all stages of design and 
development up to practical and economical manufacture. 
He should have broad knowledge of manufacturing pro- 
cesses and a keen realization of cost factors. 


Company management is strongly engineering-minded 
and provides a maximum of facilities and encouragement 
for this important work. 


Write in detail as to your experience, education, family 
and draft status, and salary. Your letter will be passed on 
to our client immediately and will be treated in strict 
confidence. 


(Employment subject to WMC rules.) 


Henri, Hurst & McDonald, Inc. 


520 North Michigan Avenue 
CHICAGO 11, ILLINOIS 
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” ee — Rents Appliances to 
' Military Families 


N order to serve the needs of fam- 

ilies of the armed forces temporarily 
located in the Fresno area, T. J. Bu- 
ford of Buford’s “electrical department 
store” saved out some 25 to 30 wash- 
ing machines and a like number of 
electric refrigerators which he pro- 
ceeded to rent, rather than sell, to mili- 
tary personnel. The washers bring 
from $3 to $3.50 per month, the refrig- 
erators from $4 to $4.50. Rentals are 
payable in advance and an additional 
charge is made for delivery and pick- 
up. Title to the appliances remains in 
Buford’s and it is agreed that the 
equipment shall not be moved from the 
address listed without written consent 
from the store, and then may be moved 
only by Buford or by some agency 
which he may specify and at the risk 
and cost of the renter. 











National 
Advertising 


Now breaking in all 
major farm publica- 
tions has brought an 
avalanche of in- 
quiries. There are 
many thousands of 
live prospects ready 
to buy Freez-All 
Home Freezers. 
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Services Equipment 


HOME-FREEZERS 


Distributors for Freez-All Home Freezers are now beginning 
to franchise dealers all over America. Freez-All features, 
beauty and plans are far advanced, and a careful reading 
of Freez-All literature will substantiate this statement. If you 
have not yet sent in a request for 
information on Freez-All, we invite 
you to do so. Prices, discounts, 
pictures, models will be sent im- 
mediately. 


Buford agrees to look after this 
rented equipment to keep it in working 
order. The renters are asked to notify 
the store at once at the first sign of 
any difficulty. It is impressed upon 
them that any delay is apt to lead to 
serious trouble, in which case the appli- 
ance may have to be withdrawn, or 
removed to the store for protracted 
repair. As no other appliances are 
available as substitutes this means that 
they will have to go without—a salu- 
tary thought which has resulted in 
prompt reports of trouble. Repairs 
have so far been negligible. The 
renter pays the cost of insurance and 
agrees to surrender the appliance in | 
as good condition as when received 


FREEZ-ALL Home Freezers and PELCO 
Beverage Coolers are manufactured by 
Refrigeration Division, Portable Elevator 
Mfg. Co., Dept. 1008, Bloomington, Ill. 


FOOD CABINET 


Bloomington, Wl UY S.A 



































THE BEST | 





































| except for wear from normal use. Eclig 
| There is no difficulty about keeping IS WV worl ee 
these appliances in continuous use. Lys — 
Generally the first knowledge the store Pee Ce 
MADE WITH Boar a | has that a renter is about to move Hii) V), Emp! 
PYREX | away comes from neighbors who call Ll, /’ one _ 
. re 
BRAND GLASS rs to Prd Acar they hear bar : roa F course, we’re talking about Evan 
| So-and-So has been assigned elsewhere | the Manning-Bowman 
and may they have first chance to rent Smokeless Table Broiler. This —_ 
the washer or refrigerator which he great favorite, together with all are 
| has had. the other appliances in the M-B = Ge 
| This service meets an urgent need | quailty line, wit be Gack ee Flore 
; eer . & these days (soon, we hope). And ae 
among service families, whose short | like the whole line, it’s well _ 
stay in any community makes it hardly | worth waiting for. Frigi 
worth while to ship appliances from | ‘The picture ahead for Man- Me 
one place to another and who, in any ning-Bowman dealers, like the 
me b h gal pictured above, is mighty 6 
Caan, Hany hee heart and cannot buy the sweet. More homes needing more & 
necessary equipment. From Buford’s | electrical appliances than evet a 
standpoint, it means a very nice return before. More money to spend. Sen 
on second hand equipment, plus an saeve — for top quality in = 
abundance of goodwill. SUE TINS. Gits 
} That’s why we're suggesting to Goo. 
| all our dealers that they PIN a 
BACKED BY THE |. the delectable damsel in this ad. Cray 
| It will be a pleasant reminder 
At your Jobber’s NOW! PR od that the Manning-Bowman i . 
. . . will PIN DowN those extra-profit, [ 
CAMPAIGN Book Guide by Allied Radio Corp. quality sales in the days ahead Ham 
oor ee eee — Remember, the best is always Se 
HILL-SHAW COMPANY any coffee maker! _A brochure providing a comprehen- worth waiting for and... Ham 
311 N. DESPLAINES, CHICAGO 6, fLL. sive list of important radio and elec- | Hear 
tronic bocks, with the listings ar- Hill- 
yer lc WA. lt tieh'i 1 a i. melelemelelem lel ba ia aeal ialie wale), | | ranged to ease the selection of any : Hob 
: : | book, has been brought out by Allied WOU //. Di 
Liberty American True Love and Motion Picture Radio Corp., 833 W. Jackson Blvd, | Hort 
Life Good Housekeeping Romance Modern Screen Chicago 7, Ill. Released for free ie, losk 
Cosmopolitan American Home Photoplay Screen Romances tribution, ‘this handy book guide is a | a 
Saturday Evening Post Country Gentleman Radio Mirror Modern Romances classified directory in which grouping | YMA yn 
Ladies’ Home Journal American Weekly True Confessions Real Story is arranged under subject matter head- 
Women's Home True Romances Movie Story Movieland ings as well as under publisher, by 
Companion True Experiences Magazine Real Romances author and title, with a brief summary pe 
of contents, size, and price of each US / — 
book. Listings cover simplest funda- 
mentals for beginners to advanced sub- MERIDEN, CONNECTICUT 
jects for engineers. KEEP ON BUYING WAR BONDS 
LECTRI 
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HELP HEATER CUSTOMERS TO WINTER COMFORT 


on REDUCED FUEL OIL RATIONS 


Because our invasion navy needs more 
light fuel oils, rationing boards are 
being instructed to reduce oil rations 
for space heater users for the coming 
winter season! 


pensive, this Automatic Control Set 
quickly pays for itself in fuel savings, 
reater convenience, and more uni- 
orm heating. No priorities needed. 
Fuel saving is a NECESSITY today — 
and a SALES OPPORTUNITY for you! 
Write for bulletin and prices on A-P Ther- 
mostatic Heat Regulator Sets 


AUTOMATIC PRODUCS COMPANY 
2400 N. 32nd St. Milwaukee 10, Wis. 


DEPENDABLE 


OIL CONTROL VALVES 


But you can help all those heater 
customers of yours to steady comfort 
next winter — by installing an A-P 
Thermostatic Heat Regulator Set on 
every heater using A-P Constant Level 
Oil Control. Easy to install, inex- 

















RLECTRICAL MERCHANDISING—SEPTEMBER, 1944 






















































EXPERIENCE BUILT BY 
_ CEADERS IN THE FROZEN 
| *FOOD LOCKER INDUSTRY 


| Built by Amana—backed by refrigeration engi- 
_ neering experience since the beginning of 
FROZEN FOOD LOCKERS. An outstanding home 
unit, with features that spell convenience, 
economy and efficiency in home freezing and 
|» storage of FROZEN FOODS. 
) DISTRIBUTORS . . . See Amana at the FROZEN 
-} FOOD LOCKER CONVENTION, September 25, 
> 26, and 27, Columbus, Ohio. A rare opportunity 
_, is open to you with this line. 


TY,.am 





®New, exclusive top opening 
provides easy access to 
frozen foods with high re- 
frigeration efficiency. 


® Beauty of design ... no 
sharp corners oredges. Easy 
to keep looking like new. 





© Extra large storage capacity. 
No waste space—no inacces- 
sable areas. 


® Made in sizes to fit the needs 
and pocketbook of all fam- 
ilies, both urban and rural. 











UNDISPLAYED ag a 









Undisplayed Style: Not qui 
edvert 


Word. Mioines Charge $2. ro 

POsiT S WANTED (full or part time sal- 
aried employment only) % the above rates pay- 
able in oo 

BOX NUM BERS—Count as 10 words. 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 








SELLING 
EMPLOYMENT 


SEARCHLIGHT SECTION 


"OPPORTUNITIES" —; business 










Contract rates ene ane on reeuet 
AN ADVERTISING INCH is measured 7%" ver. 








POSITION V WANTED 





you NG, ENERGETIC, « apable man wants 

additional lines as manufacturers agent 
with post-war possibilities. Texas, Louisiana. 
Have highest recommendations, PW-672, 


Electrical Merchandising, 520 N. Michigan 


Ave., C Chicago 11, a 


~ REPRESENTATIVE ‘AVAILABLE 


SALES REPRE SENTATIVE “desires for De- 

















troit, Michigan territory. ¢ ‘ollege trained. 
Nine years contacting electrical business 
sources in Detroit area. Ten years manufac 
turing experience RA-673, Electrical Mer- 
chandising, 330 W. 42nd St., New York 18, 
N.Y. 1 Sagi Ded 
MIDDLE LE WE ST or western territory Man- 

ager, division manager or manufacturers 
1gent available. Twenty years, branch man- 
ager, division manager, sales promotional 
manager, salesman; experienced small, major 
ooem ances, automobile, typewriter Appear- 
ance, personality good. A-1l references, bond- 
able, Will invest capital. Health good, age 
47, married. RA-674, Electrical Merchandis- 
ing, 520 N. Michigan Ave., Chicago 11, Til, 
FLYING REPRESENTATIVE available for 

either line materials or electrical merchan- 
dise in Southwestern territory. Prefer Texas, 
Louisiana, Arkansas and/or Oklahoma, Sales- 
man with twelve years electric utility and 
sales experience, thirty-three years of age, 
draft exempt, now wishes to make contact 
with a firm that wants results. I will travel 
in private airplane—this will make more calls 
possible now covering a larger territory 
which means results. Also consider the pres- 
tige my concern will gain from the applica- 
tion of an airplane in order to contact their 
customers, Naturally I am interested in an 
exclusive territory representing a good re 
liable firm with present and future possibili- 
ties. RA-675, Electrical Merchandising, 520 
N. Michigan Ave., ¢ shicago 11, I l. 
MANUFACTURERS AGENT; 27 years in 


post-war con- 
if necessary. 


Wisconsin territory. Desires 
nections. Will handle billing 
Box 530 Madison, Wisconsin. 





MISSOURI ORG ANIZATION, well financed 
and with exceptional service facilities 
wishes a distributorship or a combination ar- 


rangement of distributor and broker. Prefer 
washing machines or ironers and would sell 
the products of but the one manufacturer. 
Write A. R. Hinton, 446 W. 69th St., Kansas 
City 5, Mo. 
CANADIAN “SALES outlet. Canadian sales 

organization household goods wishes to 
contact manufacturers as sales representa- 
tives for four Western provinces in Canada. 
RA-676, Electrical Merchandising, 330 W. 
42nd St., New York 18, N. Y. 


BUSINESS OPPORTUNITY 


NATIONAL SALES organization and factors 

with offices in New York, Boston, Miami, 
Cincinnati, Chicago, St. Louis, Kansas City, 
Seattle, San Francisco, Los Angeles, Dallas, 
Atlanta, desires electrical, radio, housewares, 
novelty lines, for national or spot coverage. 
Financially able to finance your production 
and assist in design, merchandising and pro- 
duction. Established since 1915. BO-677, 
Electrical Merchandising, 330 W. 42nd St., 
New York 18, N. Y. 


CANADA 


Experienced executive with sales and 
merchandise ability and Dominion-wide 
contacts just disposed of his interests in 
reputable auto parts manufacturing and 
distributing business. Interested in exclu- 
sive Canadian distributorship for radio 
and electrical appliances. Able to fi- 
nance all Canadian transactions and to 
establish assembly plant if necessary to 
meet competition in Canada and to ob- 
tain preference for British Empire export 


business. 
BOX 385 
Adelaide Station Toronto, Canada 














WANTED 
FOR LARGE DEPARTMENT STORE 


BUYER AND MANAGER 


APPLIANCE DEPT. 


Radios, Washing-machines, refrigera- 
tors, stoves, etc. Excellent opportunity 
for right man. State full details of ex- 
perience, age, salary, references. 


J. L. BRANDEIS & SONS 
Omaha, 2, Nebraska 





WANTED 
REGIONAL SALES MANAGER 
For established fast-selling $60 postwar product. 
seapent business should net right man five figure 


income. Volume es to Houshold Appliance, 
Furniture, Hardware, Department stores and 
cha ‘lease come territory covered and class 


of contacts - ma. 
71, c° Elec trical Merchandizing 
520 North ‘Michigan Ave., Chicago 11, Illinois 








Manufacturer's Agent, lowa 


PLASTICS 


To Home Appliance Manufacturers 


Our expanded facilities as plastic 
molders of all processes — us to 


offer a RECOG- 

MANUFACTURER'S AGENT cover- 

ing lowa area. Must have interest in 

ps _— of plastics and some design 
ili 


WRITE ONLY. All information first letter 


NORTHWEST PLASTICS, INC. 


612 North Michigan Avenue 
CHICAOG 11, Illinois 





DISPLAYED RATE 
smervinees. spaces with border rules 
it display of advertisements. = 


Guertisine sate te 99.00 b—~ * 
~ 4 . or aft st 


on a column—4 columns—48 Inches to 





ARE YOU INTERESTED 


IN THE WESTERN MARKET? 


The most economical method for the 
manufacturer to develop this market is 
through a reliable and aggressive repre- 
sentative. Plan now for intensive post-war 
sales promotion in the western states, 
Write today for further information. 


RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 





OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St-San Francisco 3, Calif, 











APPLIANCES 


Lines wanted for post war distri- 
bution in Worcester County, Mass. 
Interested only in nationally adver- 
tised lines with long-future possi- 
bilities. Bank and Trade references. 


Atlantic Elec. Supply Co., Inc. 
45 Green St., Worcester, 8, Mass. 

















WHERE TO BUY 


PARTS, SERVICES & ACCESSORIES 











Attention—Appliance Manufacturers 


Established San Francisco company, reliable, 
financially sound, well known, desires to repre- 
sent manufacturers preferably electrical equip- 





ment Northern Cali- 
fornia now, also postwar. Replies kept con- 
fidential. 


RA 668 Electrical Merchandising 
68 Post St., San Francisco 4, Calif. 








WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 
Aerobell—Boss—Gainaday—Laundry Queen 
Sunaysuds—Woodrow and Thirty Other Makes 
WRINGER ROLLS—LUBRICANTS—BELTS 
We have a PARTS JOBBER near you 
Address on request 









URINGG 





FRACTIONAL HORSEPOWER 


MOTORS—ARMATURES 
Rebuilt 
Repaired 

IMPERIAL cusrate COMPANY 


100 Blackstone Street 
WOONSOCKET, RHODE ISLAND 


CANTON 6, OHIO 
Our 132 - page 


FREE Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save by ordering all your supplies 
from pany OF. source. 

Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Divisiea St. Chicago 








NEW SALES ORGANIZATION 


Western Michigan 
Experienced Wholesale group with established 
dealer acceptance, want approved lines all kinds 
electrical appliances and radio. 

WRITE M. F. B. 
215 Brown St. S.E., Grand Rapids 7, Michigan 


Arthur Swanson and Associate; 
INDUSTRIAL DESIG 


EXECUTING PRODUCT DESIGNS 
FOR POST WAR MANUFACTURING 


540 N. Michigan Ave. Chicege 11, & 











Redmond Heavy Duty 
6 to 8 Volt Motor 


6 to 8 volt moto 
to deliver 01 
H.P 1950 R.P.M| 
after 30 minute 
Operation unde 
full load até 
volts. Maximum 
amp. rate 
wolghe 
lenth 5”, width 3 | 
Black enamel fin- 
ish, 2 speed Motor 
has long life! Cas 
be used for various purposes. Packed is 


individual boxes. 
No. 3001 $2 2 
G. & E. EQUIPMENT SUPPLY CI. 


Lots of 6, each...........- 
400 N. Sangamon St. CHICAGO 22, Ill 


















Household 
Electrical Appliances 


Prograssive well established British Com- 
pany desires link-up with American Man- 
ufacturer to secure exclusive British Em- 
pire and European Sales Distribution of 
their products. 


Willing to equip assembly and service 
a and if necessary will part fabri- 
cate. 

Principals will visit United States when 
satisfactory contact established. 


BO-670, Electrical Merchandising 
330 W. 42nd St., New York 18, N. Y. 





For Sale—CLOSEOUT! 


100—Fan duty Motors, AC—DC—110-volt 


H. U. MANN 


540 Lake Shore Drive CHICAGO 








We need 1/3, 4, } and 1 HP, 25 cyck 
motors, suitable for refrigeration serr 
ice, single phase, 110 or 220 volts- 


HALLE ELECTRIC COMPANY 
Colorado Springs, Colorad 








GER ROL 










YEAR LS 
OFT CUSHION 
ALL SIZES FOR IMMEDIATE DELIVERY’ 
COMPLETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER CO. 
1766 E 55th STREET CLEVELAND, OHIO 
















ONE SOURCE OF SUPPLY 
410 Marquette, Minneapolis |, Minn. 
2409 S. Main, Houston 2, Texas 


Goodrich White Wringer Rolis 
for all makes 
WASHER & CLEANER PARTS 














SPECIALTIES 


Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 
and covers, washing and ironer covers, Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 


NEW ADVERTISEMENTS 


Received by September 21 will appear in the 
October issue subject to space limitations. 























West Coast Selling Organization 


— NOW READY to represent manufacturers of electric appliances, radio, 


housewares and specialties. 


This is an organization of seasoned merchandising men with many years of 
experience in retail and wholesale distribution, and a thorough knowledge o 
West Coast markets. Operating on an agency basis for a select group of nom 
competing manufacturers, we can give your products skilled sales developmen! 


at a cost in step with the post-war competitive structure. 


We invite you 


inquiries relative to such distribution in the nine Western States or parts 


RA-669, Electrical Merchandising 


68 Post Street, 


San Francisco 4, Calif. 
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A Salesman Replies 


To the Editor: 


I have recently read with interest 
your editorial “Help Wanted 
Salesmen” in August copy of ELgEc- 
micAL MERCHANDISING. You as an 
editor able to collect and present facts 
and figures make the article excellent 
rading. I as a salesman by choice for 
ger 20 years, mostly in the appliance 
feld, offer my own ideas, suggestions 
and reactions, which I hope may be of 
interest. 

“Careful Plans’—whose plans are 
you talking about—the manufacturer, 
the distributor, or the retailer himself? 
Ifthe manufacturer, and from which I 
have seen if this is the case, they can be 
deposited in the nearest wastebasket. 
I cannot honestly believe that the 
minds that originate and promote some 
of the drivel passed out as sales helps 
could have ever sold an appliance to a 
housewife with a couple of kids to put 
to bed, the telephone ringing, and the 
dd man not at all sure that a washer, 
de, is needed. As far as the distrib- 
utor, ditto, except that he seldom has 
the money to throw away. As for the 
average retailer, he is so damn busy 
making both ends meet he has little or 
no interest in the finer points of mer- 
chandising. 

Now as to your man employed in 
sling previously, about 30% showed 
apreference for continuing. This is, I 
think, a very good percentage. In my 
tn years with the Singer Company I 
doubt that even 10% of the men lasted 
one year. However, that 10% of the 
men sold more machines than the other 
"%. Like almost any other job, one 
must have a genuine liking and under- 
sanding of the work in order to be 
even moderately successful. Very few 
men are suited for the irregular hours 
and pay. 

[hasten to add at this point that due 
to the war I had nothing to sell and 
went to work in a new modern ord- 
tance plant under the best working 
conditions and satisfactory pay $60-$70 











per week. After 18 months, to the 

110-08 *tonishment of everyone concerned, I 

® ‘quested a release and returned to my 

& home town, really at my wife’s desire. 

SHICAGO My factory experience can be sum- 

med up in a remark by my foreman to 

an “You are paid to work, I am paid 

25 OH to think, get busy!” The ability to 

ton SE express oneself on your feet, a vivid 

) volts imagination, a real desire to please 

»ANY people, that grand feeling you've con- 

Solorede™ Vinced someone that what you have is 

What they need and want—this and 

more, the essential mental equipment of 

good salesman, is wasted in a factory, 

and without it a man is wasting his 

{ time as a salesman. So will we have 

, radio BE again the same troop of apple and 

bencil men acting as salesmen solely for 

ears a lack of something else to do. Men who 

edge of Mstepresent their product and com- 

of nom Bi pany more than represent it. 

lopment As a wholesale salesman on the road 
te your in of gent . 

thereo!. € of my 20 years, we actually at 


time at least looked down on retail 
alesmen calling them 10 percenter 
uder takers and surely the weakest link 
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in the entire distributive picture. Mar- 
riage took me from the road, and from 
salesman and assistant manager and 
manager for seven out of ten years. I 
hired hundreds of men and developed 
possibly a dozen or more, some much 
better than myself, but with no excep- 
tion all with the same enthusiasm, etc. 

I note with pleasure your expression, 
“Selling As a Career.” If this idea 
could be properly presented and pro- 
moted, we could overcome a bad feel- 
ing you have expressed a little further 
on “forced back into selling”, implying 
selling as a last resort. That’s tricky. 
You may not have meant it that way at 
all. From my experience with men and 
the public, I am not able to agree that 
more money is the “one sure way” to 
hire and keep salesmen. The average 
retailer may not be able to do this. It 
may be a sure way to hire, but it ends 
there. I recall another remark in my 
factory experience: “After I learn this 
operation, I don’t have to think, the 
machine does that for me.” But witha 
salesman you have a living machine 
thinking and talking not with you but 
more often against you. No. 1 think 
the answer is more careful selection of 
men and simply refuse to hire those 
“forced into selling.” Quality instead 
of quantity as was the custom with a 
good many dealers. Also most argu- 
ments I have found have been caused 
by changes not always explained or 
necessary between dealer and salesman. 
The manufacturer cuts the discount 
on a popular item. Sales increase as 
national advertising pulls them in. 
The dealer sells more, the makup less, 
the need of a salesman lessens, his pay, 
salary or commission is cut, and the 
man quits. The instigator of this 
series of moves, the manufacturer, is 
totally unaware of and unconcerned as 
a rule. However, I have seen the re- 
actions several times. No one through- 
out the industry derived any benefit. 
You mention a utility company as hav- 
ing a long range sales plan. I spent a 
year on contract promoting electric 
ovens, water heaters and ranges, on a 
salary, car allowance, and commission, 
then an override on other men. This 
was successful from every viewpoint, 
but what small store is able to conduct 
a campaign in this manner? I was 
cutting the throat of the local store 
owner by selling on better terms, longer 
credit, and power consumption. 

I take pride in relating that in this 
territory I insisted on being given a 
dozen ovens and insisting the woman 
cook in them, even buying the chicken 
in stubborn cases. The average store 
owner is a good example of your indi- 
vidualist—often a former salesman or 
service man with little or no experience 
in bookkeeping, or the need of stock 
control, etc. This eventually swamps 
him unless he has competent help all 
around. If not, his sales suffer and 
some method of helping dealers along 
these lines might help the whole indus- 
try. 

Bringing myself up to date, I went to 
work as sales and service man for the 
largest and best known dealer in town, 

(Continued on next page) 
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WASHERS 
Saved Fime 


In 1876, when Voss started manufacturing 
washing machines to save time and labor for 
housewives, towns were rated by whether one 
or two horses pulled the cars. Not until nine 
years later, did the first electric trolley run. 
Since then Voss washers as well as rapid 
transit have come a long way in speed, efficiency 
and streamlining. Voss exclusive features, 
such as “Electro Safe” Wringer — the world’s 
safest — are backed by experience, reliability 
and reputation for trouble-free service. In the 
post-war era Wise Dealers will be on the 
“rapid profit line’ when they ride along with 
the time-tested, streamlined Post-War Voss. 





Time TESTED 
Since 1876 


VOSS BROS. MFG. CO. 


DAVENPORT IOWA 











Show ‘em How 


XCELITE Hollow Shaft Nut Drivers 
get into tight places 


Seeing is believing! Display—explain the advan- 
tages of these XceLite tools. You find scores of 
quick-to-buy customers. On all types of radio 
panels, telephone and switchboards, XceLite Hollow 
Shaft Nut Drivers (shaft insulated if desired) speed 
up nut handling, even in awkward installations. The 
hollow shaft slips over protruding studs; the accu- 
rately machined socket accommodates two nuts. 
Genuine shockproof XceLite handle. Seven sizes, 
from 5/16" to 5" (nut sizes). Priorities required— 
delivery necessarily delayed by war conditions. De- 
tails and prices on request. Write Dept. N. 


PARK METAL WARE CO., INC. 


ORCHARD PARK NEW YORK 


BACK THE ATTACK — KEEP THE WAR BONDS YOU BUY 
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und as service was always part of the 
Singer set-up I was able to make out 
very well buying and selling all small 
appliances such as irons, toasters, 
vacuum cleaners, fans, etc., and as sew- 
ing machines are a specialty of mine, I 
did work for other dealers and the 
public. In this way making out as 
well as before the war and in a factory. 
But I am now practically my own boss 
again. I have no great desire to take 
on the extra headaches of a dealership 
or store owner. As a salesman I have 
always made a good living for my 
family. My time has been my own, I 
have met hundreds of people that I like. 
I’ve sold most of them something the 
first or tenth call. 

I pass along one idea for training 
salesman. I used to try to kill new men 
off the first week or two. If they stood 
up under that and came back for more, 
I had a man I could teach selling to. 
They came from every trade, every 
walk of life. None of them had the 
so-called “gift of gab.” We had the 
best merchandise, were prepared to 
prove it, if possible demonstrate it, and 
by all means pass on some of our honest 
enthusiasm to the buyer. The repair 
business is good, but I for one, and I 
am sure there are many like me, am 
anxious to get back into selling, cer- 
tainly a well paid and honorable career. 

Don BAILey 
P. S. I’m no editor, as you can see 
. just a salesman. 


When the Current Goes Off 
To the Editor: 


I have been quite interested in read- 
ing the interview by Tom F. Blackburn 
with William A. Benitt, a farmer at 
Hastings, Minn., which appeared in 
your June issue of ELecrricaL MeEr- 
CHANDISING. 


In that section of this article, ap- 
pearing on page 22, there are two op- 
posing facts which I am unable to 
reconcile. Two paragraphs are de- 
voted to the very excellent success 
which Mr. Benitt has had with home 
freezing equipment. Then a short 
paragraph on electric water systems 
indicates that Mr. Benitt is not sold 
on this item because of the fact that 
if current is cut off for a day or more 
or anything goes wrong with the water 
supply “the entire farm is knocked 
out.” Please tell me what Mr. Benitt 
would do or what Mr. Blackburn would 
suggest that he do with a home freezer 
unit if he were out of electricity for a 
day or more. I believe you know the 
answer and I certainly believe you also 
know that there is always some water 
supply on hand to tide over an emer- 
gency period. 

Statements of the kind appearing in 
this article are not only misleading but 
we believe do an established and prac- 
tical farm electrical appliance real 
harm, which is not justified by either 
the facts or the experience of hundreds 
of thousands of farmers who do de- 
pend on electric water systems for their 
farm water supply. 


C. D. Lerrer, Sales Manager 
The F. E. Meyers & Bro. Co. 
Ashland, Ohio 





Roy E. Cuarke, 54, general service 
manager of the Meadows Division, 
Electric Household Utilities Corp., 
Bloomington, Ill. died recently, in the 
Illinois Research Hospital, Chicago. 

He had been associated with the 
Meadows Division since 1923, and was 
widely known for his work in the re- 
pair service field of the washing and 
ironing machine industry. 
















“AND THEY CALLED THEM ‘THE GOOD OLD DAYS'!!" 
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Prospects: Cheerful 


Sell 
Long Terms for the Buyer—Cash to ns P 


The Complete Electric Home Program under which electric kitchens 
and laundries are sold under the 25-year mortgage, is a cash deal 
to the retailer 


Ready for Post-War Selling By Lansdell Anderson 22 
The housewife enthusiastically endorses the dishwasher in a recent 
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How to Meet Chain Store Competition 
By Tom F. Blackburn 24 


An old interview with a chain store executive provides some handy 
pointers for post-war merchandising 


They Keep a Town's Appliances Running............. 26 


Frakes Bros. of Columbia, Tenn., has weathered wars and depressions 
for 30 years—today they are doing a big job servicing electrical 
equipment 


Electric Heating in Home Looks for Post-war Push 28 
Excess generating capacity of utilities makes promotion seem a cer- 


tainty 


Servicing Frigidaire Refrigerators....................... 30 
Servicing Frigidaire Ranges.............................. 32 
Radio Repairs Mové Out Front........................ Al 


Repair Department of Norman Van Heuvel at Brunswick, N. J., bor- 
rows sales floor for duration 


Electrical Wholesalers Economical in Distribution 
By L. M. Nichols 44 


Packaging Technique for Frozen Foods................ 47 
Handling, freezing and storing of food A-I topic with housekeepers 


Jobs for the Boys When They Come Back 
By Clotilde Grunsky 5! 


The Pacific Coast Electrical Association surveys West Coast electrical 
industry to determine post-war employment potentials 


How to Make a Living on 24 Hours a Day.......... 53 


The electrical dealer can sell big ticket merchandise or fritter his 
time away—its up to him P 


One Thing You Can Sell Right Now—Milk Coolers 55 


How Appliance Sales & Service Co., Nashville, Tenn., are doing a 
lively business in milk coolers 


A Wartime Home Freezer................................ 59 
An old refrigerator cabinet and '/4 h.p. motor served the purpose 
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ISN'T 1T ABOUT TIME WE 











ORDERED OUR NEW LOVELL- 





JE won't go quite so far as to say that even 
W Eskimos in their igloos are planning now to get 
Lovell Wringer-equipped washers and Lovell Automatic 
Clothes Dryers just as soon as they’re on the market. 
It could be, though, for Lovell advertising in The 
Saturday Evening Post, Good Housekeeping, True 
Story, and Parents’ is building up a big backlog of 
business for dealers who handle Lovell-made Wringers 


and Dryers. 


Yes, there are two Lovell items now. One is the famous 
Lovell Pressure Cleansing Wringer that gets clothes 
really clean. It’s been the standby of women who do 
their own washing for years and years and years. That 
doesn’t mean that post-war washers will be equipped 
with obsolete models. Far from it! Lovell research and 


development have gone on steadily—even if Lovell manu- 






EQUIPPED LAUNDRY? 


TO MAKE YOUR WASHDAY SEEM LIKE PLAY 
WRING AND DRY THE LOVELL WAY! 


facturing has been devoted solely to war production. 


And then there’s the new Lovell Automatic Clothes 
Dryer! That’s a machine you have to see work before 
you really appreciate it! No more heavy baskets of wet 
clothes to carry. No more washing spoiled on the line. 
Just push the button. A few minutes later the clothes 
come out soft and sweet—either bone dry or damp dry 
ready for ironing! It’s the machine that American wom- 
en have been waiting for. At last home laundry can be 


completely mechanical! 


We're not making either wringers or dryers yet, of 
course. But we’re already telling women in our national 
advertising to get their names in to dealers now. So if 
you get an inquiry from an Eskimo one of these days, 


you can blame us! 


LOVELL MANUFACTURING CO., ERIE, PA. 













THE NEW KELVINATO 
HOME FREEZER: 








One of the Answers to—WHAT’S AHEAD FOR KELVINATOR RETAILERS 


Of all the appliance retailers in America who are it is @ record established in ice cream cabinets, beverage 
looking ahead to the tremendous volume of sales po m soe cole aE conctchas nanan 
and profits in the Home Freezer market after the out uninterrupted performance. 


war, none is in a more fortunate position than the =D « nome ay ussaal ‘ciety blll oi dine 


Kelvinator retailer. pendable refrigeration in American homes for three decades. 
Consider, for example, just three of the many ft is co name which will produce immediate public occop- 
assets which Kelvinator retailers will have in this tance for this great new Kelvinator product, 


great new market: No other retailer will enter the postwar Home Freezer 
FIRST—o Home Freezer built by o company with more than 30 market with as much in his favor os the Kelvinator 
yeors of experience in the precision building of low temperature Retailer. 


refrigeration units. 
All of which is another reason why we soy ... the 
Kelvinator is the oldest manufacturer of cabinets de- ‘ 
dened apcdllll tor aE ot lec ae Kelvinator Retailer—with Kelvinator’s great post- 
food products at low temperatures. wer line of Kelvinator Refrigerators, Electric 
: Ranges, Home Freezers and Electric Water Heaters 
SECOND—a Home Freezer whose refrigeration power unit—the 
fomed Keble otorsphaal @ proven record of trouble- —will hold the most valuable postwar franchise 
tree operation unmatched by any in the industry. in the appliance industry! 


DIVISION OF NASH-KELVINATOR CORPCR 
AWARDED TO NASH-KELVINATOR ri Ne 2 . 
A CORPORATION, PROPELLER DIVISION Kenosha + Milwaukee ¢ DEIROM + Grand Rapids 





